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Blindfolded 


. . 
advertising 

At the first’ meeting of the 
winter session of the Incorpor- 
ated Sales Managers’ Association 
in Dublin, George Gamlin, copy- 
writer for McConnell’s Advertis- 
ing Service Ltd., gave a_ talk 
entitled “A copywriter looks at 
Market Research.” 

Mr. Gamlin said a great flow 
of advertising expenditure was 
moving continuously towards a 
brink over which the cheque- 
writers could not see. 

“This flow” represents the 
many thousands of business men 
who are gambling with advertis- 
ing,” he said. “The market is 
where the forces of competition 
meet. All too often the hopeful 
advertiser launches himself into 
the fray blindfold. It is highly 
Significant that those who are 
most successful are working con- 
tinuously to minimise the element 
of gamble in their advertising 
and promotion—-by the use of 
market research.” 


Course on research 
application 
Theme o 


the next week-end 
course of the Market Research 
Society is the help which market 
research can give to management 
in making vital decisions under 
present trading conditions. 

The course will be held at the 
offices of the Institute of Incorpor- 
ated Practitioners in Advertising, 
Belgrave Square, London, Novem- 
ber 21. -22. It is primarily designed 
to interest senior and potential 
senior executives from manufactur- 
ing companies, advertising agencies, 
and commercial and industrial or- 
ganisations, in the application of 
research, 

As usual in its courses, the Mar- 
ket Research Society is collaborat- 
ing with the Advertising Associa- 
tion, the LLP.A., and the Incor- 


porated Sales Managers’ Associa- 
tion, but the weekend will also be 
open to non-members. 


t BRISTOL BRITANNIA .. . 


To The Editor. . 


. 
Was this bad 
. . 9 
advertising: 

Sik,—In view of the severe 
criticism of advertising by pro- 
minent members of the general 
public, | was asteunded at the an- 
nouncements in the daily press 
by the Standard Motor Co. 
respecting a new Car. 

The cost of this car was given 
in extra bold type as £339 and 
then in almost infinitesimal type 
was added “+ P.T.” 

The price as stated was very 
attractive, but when one saw the 
addition (without even a hint as 
to how much P.T. would be) then 
one would think that there was a 
catch in it, 

lt immediately called to my 
mind the catch price tickets of the 
barrow boys. 

My reaction was definite bias 
against Standard cars. I wonder 
how many more of the public 
fee] the same? 

“CRITIC.” 
(Name and address supplied.) 


Blowing it up 

Sin,—For the first time I feel 
constrained to write to the press 
upon a matter which is becom- 
ing increasingly prevalent in ad- 
vertising illustration. I refer, of 
course, to the practice of making 
things look bigger and better than 
they actually are. 

The latest example is the an- 
nouncement by the Standard 
Motor Company. Their new 
“Eight” is only a four/five seater, 
but judging by the illustration 
this car would hold 12 people at 


least. 

D. A. Banpy. 
35 Springfield Court, 
Upminster, Essex. 


Agents urged 


to action 


Sir,—So advertising agents are 
“split nearly 50-50” on commer- 
cial television (Appropriations 
Trends Survey, September 17). 
Most of them expect it to come 
in this country but nearly half 
do not personally favour it. 

Of course, they don’t! They 
are so stuck in the mud of the 
stereotyped approach that they 
do not relish the challenge of a 
new medium, What they really 
mean is why work hard for 15 per 
cent when one can get it more 
easily the old way? 

If the advent of commercial 
television does nothing else it will 


at least stimulate competition in 
the creative world—and high 
time, too. 

Despite what some of the 
agents are saying there is every 
indication that most of the big 
advertisers are determined to take 
advantage of the new medium to 
sell their products. It would be 
a better service to advertising if 
agents now spent their time 
equipping themselves to provide 
TV advertising instead of behav- 
ing like a bunch of clamorous 
Canutes. 

J. POMFRET. 
Preston. 


Checking the 


colour sequence 

Sir,—I was passing through 
Trafalgar Square on Saturday 
night. The fountains and the 
National Gallery in the back- 
ground were floodlit—a_ truly 
wonderful picture. The Square 
was packed with sight-seers. But 
what were the majority watching? 
Why, the array of advertising 
signs on the opposite side of the 
Square. 

I did not hear one adverse 
comment. In fact | saw one large 
group playing a game with the 


THIS WEEK 
How the Merchandise Marks 
Act affects advertising—page 566 
NEXT WEEK 
“Advertiser’s Weekly” Market 
Investigation Team reports on 
prospects in Lancashire and the 
north-west 


ever changing Bovril sign by see- 
ing who could put in correct order 
the various colours which appear 
from time to time. 

Thank goodness this colourful 
corner of the West End is to be 
allowed to remain for the enjoy- 
ment of the millions, 

FRANCIS POPHAM. 
Highbury. 


The dancing years 

Sir,—An article by “Scrutin- 
eer” (September 10) mentioned 
that there are four million people 
aged between 18 and 25 years 
who are regular dancers. 

Some mention could also be 
made of at least a million old time 
dancing enthusiasts, average age 
about 40 to 45, who are definitely 
in a higher income bracket than 
the youngsters. 

C. St. J. Murpny. 
Managing Director, 
Danceland Publications Ltd. 
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. . 
Britain at the 
’ . . 
Swedish fair 

The first International Swedish 
Industries Fair which closed 
in Gothenburg last Sunday in- 
cluded exhibits from some 35 
British manufacturers. 

Exhibitors were drawn from 20 
countries and numbered about 
800. A special display of build- 
ing and housing was included. 

Among the exhibiting firms 
were Gestetner, Valor, National 
Cash Register, Chivers, Gala, 
Formica, Pifco, Dialled Des- 
patches, Furmoto, British Belting 
& Asbestos Ltd., and Dunlopillo. 

Some British companies took 
the opportunity to present new 
ideas. For example, Diaialled 
Despatches presented a system of 
electronically controlled  con- 
tainers which can carry a Message 
through a series of tubes to a 
pre-selected destination. This 
exhibit created wide interest and 
an ADVERTISER'S WEEKLY cor- 
respondent has reported that an 
inquiry was received by Dialled 
Despatches from Volvo, the 
Swedish car manufacturers, for 
quotations relevant to installing 
the system in a new factory which 
they are building. 

No advertising has yet been 
carried out in the trade and tech- 
nical press of the United King- 
dom but a campaign will be 
started in the near future. All 
production problems are said to 
have been solved and several com- 
mercial undertakings will soon be 
installing the system. 

Although the product is not 
new in Sweden, queues formed at 
the stand to sample Lipton’s tea. 
A large outdoor display drew at- 
tention to B.P. petro! and oils 

British exhibitors spoke highly 
of the customer-potential of visi- 
tors to this fair. 

To a very great extent the 
Swedish import and export trade 
is concentrated in Gothenburg. 


.. . allied to the West Country 


BristoL LVENING POST 


with more than 132,000 daily circulation 


Head Office: SILVER STREET asd BROADMEAD, BRISTOL 
Londoa Office: 85 FLEET STREET, E.C.4. 
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If you want 


he world 
C0 KTLOW 
Your = (ae =e 


AIR FRANCE 


= 
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Y Wherever you go in the world, LIFE INTERNATIONAL is the one 
magazine you are never surprised to see. The consistent, international 

a=» : 
N } } appeal of its brilliant pictorial journalism has created world-wide 


reputations for advertisers who once were known only within a limited 
market. Every fortnight, the English-language edition of LIFI 
INTERNATIONAL goes to more than 120 countries outside the U.S. and 
Canada. The new Spanish-language edition circulates in the Republics 
of Latin America. In every country these editions are read not only by 
families who can afford the best of the world’s products, but by execu- 


‘é tives and officials responsible for the purchase of capital equipment. In 
the large, beautifully printed pages of LIFE INTERNATIONAL these people 
* see advertisements for what they consider the foremost names in the 


wee 


business world. If you want your company or products to be counted 
among them, go into LIFE INTERNATIONAL Editions. The Advertisement 
Director will always be pleased to send you further information 


LIFE IN ENGLISH averaye net paid circula 
tion 250,000-—300,000 copies in’ English, 
circulating in 120 countries outside North 
America. 


LIFE EN ESPANOL—averave net paid circu 
lation 200,000 — 250,000 copies in Spanish 
circulating in Central and South America 


These are the INTERNATIONAL EDITIONS 
of LIFE magazine 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON 
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happy 
baby- 


means a 
happy 


home 


—a home where a busy young housewife is building a future 

for her family and herself. Every month in 300,000 homes like this 

WIFE AND HOME is read and re-read from cover to cover, its friendly guidance 
followed, its advertisements carefully studied. In WIFE AND HOME your 
message will go straight to Britain’s most receptive and freely- 


spending audience —at a rate which makes it unparalleled in advertising value. 


Wile and Home 


ONE OF THE A.P. GROUP OF WOMEN’S MONTHLY MAGAZINES 
- MONTHLY + PAGE RATE £180 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON E.C.4 - CENtral 8080 
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Competitive 


70,000 to 
see test 


programmes 


By the end of this week 76,000 
people will have seen a demon- 
stration of TV programmes 
with advertising at the Notting- 
ham Radio Exhibition. 

The Show got off to a bad start 
on Tuesday when the camera 
for the closed circuit demon- 
stration broke down. 

Would-be viewers saw the pro- 
gramme “live”—including com- 
mercial announcements. 

In a demonstration of cake- 
making frequent reference was 
made to Be-Ro flour. Products 
were displayed within the 
range of the TV camera. 

Macdonald Hobley (“competition 
might be a good thing”) and 
Joan Gilbert (“I have a lot of 
faith in commercial TV”) were 
among the TV stars at the 
exhibition. 

‘', €. Woodward _ secretary, 
Radio and TV Retailers’ Asso- 
ciation (Nottingham Centre), 
organisers of the show, said: 
“This is an experiment to give 
some idea what commercial 
TV will be like. It is the first 
of its kind in this country.” 

Sponsors include Be-Ro Flour, 
Spatona Mineral Waters (Bur- 
rows & Sturgess), Simplex 
Electric, Barnett Sweets, Tele- 
surance, Warerite, Handy 
Angle Manufacturing Co., and 
John Greville Ltd. (watches). 


TOM SWARBRICK 
KILLED IN CRASH 


Tom  Swarbrick, head of 
Thomas Swarbrick Ltd., P.R. 
consultants, and his wife were 
killed in a car crash near Bristol 
at the week-end. They were re- 
turning from holiday. 

Mr. Swarbrick formed his own 
business only recently after being 
associated with Alan Campbell- 
Johnson. Previously he was head 
of the P.R. department at F. C. 
Pritchard, Wood & Partners. 

The funeral was at Preston 
yesterday (Wednesday). 


TV: Appeal for 


‘commonsense plan’ 
NEW MOVE IS ANNOUNCED AT IIPA 


DINNER: 


‘WE WON'T BE JOCKEYED’ 


EITHER advertisers nor their agents intend to be jockeyed 

into the position of advocating competitive television, 
but if Parliament approve its introduction they are resolved 
“to see it is dealt with along commonsense British lines 
which will be acceptable to viewers and advertisers alike.” 


This declaration was made by 
Hubert Oughton, president of the 
Institute of incorporated Practi- 
tioners in Advertising, at the 
annual dinner at the Mansion 
House last night (Wednesday). 

“During the last several 
months,” he said, “there has 
been a very definite collision of 
sentiment upon the subject of 
what has been called sponsored 
tclevision, One of the most sig- 
nificant implications of that con- 
troversy has been the general 
undesirability of advertising. 

“It has been more than an im- 
plication—it has been an assump- 
tion among the opponents of 
sponsored television that adver- 
tising will automatically degrade 
the decencies of family life. Per- 
haps it has seemed a little 
strange that the Institute and the 
Incorporated Society of British 
Advertisers appeared to be reti- 
cent in leaping to the defence of 
advertising where, quite clearly, 
the attacks have been used as a 
peg on which to attack the pos- 


sible introduction of competitive 
television. 


“It is only fair that I should 
point out that we, in company 
with the L.S.B.A., recognised that 
it was clearly hoped we would 
answer back. because it is always 
difficult to make enough noise if 
the whipping-boy remains silent. 

“Had we joined in the argu- 
ment we would doubtless have 
been jockeyed into the position 
of advocating competitive tele- 
vision—-which neither the LS.B.A, 
nor the Institute has done or in- 
tends to do now. 

“To-day the LS.B.A. and the 
Institute have published and dis- 
tributed a second booklet entitled 
An Open Letter to the Post- 
master General. 

“In this we have tried to set 
out the principles on which we 
believe competitive television 
should be established—if it is 
decided by Parliament to intro- 
duce it, We have also welcomed 
what we hope is an end of that 


Let us tell 


the world 


“In my view, it is high time: 
that advertising removed an: 
: imaginary chip from ils: 
* shoulder, and braced itself to? 
launch a campaign designed 10; 
tell people some of its positive? 
achievements, said Mr.: 
Oughton. : 
“To all the good work it has: 
already done | hope that the: 
Advertising Association will: 
soon be able to add what may: 
well be its most important task : 
that of ‘telling the world’: 
about advertising. 
“May I assure the president: 
of the Advertising Association? 
: of the full and unqualified: 
: support of the Institute for a: 
: :central, co-ordinated” effort: 
: 10 create better understanding 3 
: of advertising.’ 


thoroughly 
‘sponsored’.” 

Claiming better organisation as 
a profession and industry than 
any other country, Mr, Oughton 
catalogued the achievements of 
British advertising in the social 
and economic life of the nation, 

He added: “With the support 
of the publishers the Institute is 
at the present time engaged in 
the establishment of a further 
important form of advertising 
service.” 

Sir Christopher Chancellor, 
general manager, Reuters said: 
“The Institute has played a dig- 
nified and important part in the 
competitive TV controversy. He 

@ Continued on next page 
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‘An imaginary set ol 
abominable showmen’ 


paid tribute to the work done in 
raising advertising standards. 
The Lord Mayor responded to 
a toast to the City Corporation. 
Malcolm Muggeridge, editor of 
Punch, replied for the guests. 
The Open Letter to the Post 
master-General, signed by Mr. 
Oughton and P. G. LE, Warburton, 
president, 1.S.B.A., asserts that the 
two societies “hold no mandate to 
press for television advertising” and 
makes the following points 
“We are confident that you will 
understand how dangerous 1 would 
be to legislate too closely in advance 
for television, the vast potentialities 
of which have not yet been fully 
developed in this or any other 
country. There must be a period 
of experiment before those who arc 
responsible for competitive — tek 
vision programmes can have ful! 
knowledge. 


Question of charges 


“The licensees who operate com 
petitive television stations will have 
one clear objective in their minds 
to produce balanced, varied pro 
grammes to attract an audience 
which really represents the popula 
tion of this country, from rich to 
poor, from highbrow to lowbrow, 
from young to old. 

“Only in this way can competilive 
iclevision satisfy the requirements of 
the advertiser, whose money will 
be used to pay the costs. Only in 
this way will it be possible to mak: 
this new advertising medium avail 
able not only to the very big ad 
vertisers but to the smaller adver 
tiscrs who appeal to specialised sec 
tions of the public both nationally 
and locally. 

“We believe that station authori- 
ties should have the right to deter- 
mine for themselves in exactly the 
sume way as the owners of news- 
papers, magazines and cinemas 
what advertisements they will 
accept, how they will spread them 
through their programmes and what 
price they will charge for adver- 
tisements at different times of the 
day. We believe they may be trusted 
not to overload their programmes 
with advertising; because they 
would know that this might affect 
the appreciation of viewers and so 
reduce the value of the medium for 
advertisers themselves, and ulti- 
mately their own revenue. 


‘No arbitrary restrictions’ 


“There is no necessity to impose 
more legislative or administrative 
restrictions on competitive television 
than on newspapers or on any other 
medium 

“Our societies are not disposed 
to regard television as a single ad 
verusing medium reaching a home 
genised, mass-market public. We 
prefer to think of every programme 
as a separate medium, different in 
character. The television = pro 
gramme, not television, is the unit 
of our thinking. 

“The stations might want on 
occasion to put on short pro 
grammes full of references to adver 
tised products, which, so far from 
offending viewers, would in fact, 
because of the advertising content 
be appreciated by them. Fashion is 
an obvious example; a gardening 


programme is another. So far from 
idvertising being repugnant to 
viewers of such programmes, the 
absence of it is resented. 

“In the same way we would plead 
that no arbitrary restrictions should 
be placed on the length of the com- 
mercial announcements to be spread 
through the programmes. Both the 
station authorities and the adver- 
tisers will be anxious to keep these 
as short as possible, but the length 
required must vary with the nature 
of the product to be advertised. 

“It is a mistake to suppose that 
the majority of advertisers are ani- 
mated by no principle other than 
that of reaching the greatest number 
of people at the lowest possible cost. 
In merchandising and advertising, 
selectivity 18 an important factor, 
highly developed in this country 
What the selective advertiser wants 
is to feel sure he is reaching his par 
ticular public He also wants to 
reach it in a lively, interesting and 
icceptauble way These factors, far 
more than is realised, will throw a 
simulating onus on producers and 
urlists im competitive television 
Some advertisers, attached to their 
public by tradition, and service, by 
years of word-of-mouth recom 
mendation, may still be as suspicious 
of competitive television as som 
of its noisiest enemies. Competitive 
television will have to prove that it 
can come up to their standards, not 
down 


Sense of responsibility 


We do not envisage a single o; 
limited method of advertising. 
Straightforward commercial an 
nouncements describing a product 
with appropriate pictures would, no 
doubt, be employed, but there ar 
possibilities far more challenging to 
Imaginauion and enterprise Prac 
tical education, for example, reveals 
i horizon of scarcely explored 
variety 

“The sense of responsibility 
among advertisers and advertising 
agents in this country is high. In 
fact, we believe it to be unequalled 
throughout the world and this is 
gzenerally recognised by all who have 
made a study of advertising and its 
problems. Unfortunately, among 
these cannot be counted the most 
vocal crities of the concept of com- 
petitive television. With infinite 
malice in a great deal of room these 
critics have belaboured an entirely 
imaginary set of Abominable Show- 
men in whom it is not possible to 
recognise the great industrial con- 
cerns of this country and their ad- 
vertising agents.”” 


RIVER 
TRIP 


This year's out- 
ing for Allardyce 
Palmer Ltd. took 
the form of @ 
river trip) from 
Windsor to Mar- 
low and back. 
This picture was 
taken as the 
sSfeamer was Pass 
ing through one 
of the many 
locks. 
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PUBLIC WILL SEE COMMERCIALS 


The Popular Television Asso- (Thursday). 
ciation are hoping to arrange a 
public viewing of commercial TV press to place the case for com- 
petitive TV before the public 

This will be announced by the fairly in view of the “nonsense 
Earl of Derby, president of the and so many misleading factors 
Association, at a press conference that have been dragged into the 
at the Savoy Hotel, to-day argument.” 


on a closed circuit soon. 


The Earl will appeal to the 


‘Cost (cn hour) May cripple 
the new medium’ 


HE idea of commercial television being abused was dis- 
missed by Lord Rowallan in Glasgow last week. He 

maintained that the safeguards imposed on commercial TV 

and the capital outlay involved would ensure against abuse. 


Giving his inaugural address as 
president of the city branch of 
the Incorporated Sales Managers’ 
Association, he said “I don't 
believe that with all the safe 
guards proposed we in_ this 
country need fear the abuse of 
this medium which has been 
found to take place elsewhere. 


“The standard of advertising 
among responsible firms has been 
extraordinarily high, not only 
because the disreputable is ana 
thema, but also because they 
realise that it is the worst pos 
sible publicity and js likely to re 
act against themselves in the 
minds of the public.” 


There was, however, another 
reason why they should not be 
afraid of this new development 
The capital costs involved in the 
erection and running of television 
stations in the very limited areas 
at present proposed, covered only 
a million or so people. For each 
station, he understood, the total 
time and programme costs would 
come to about £5,000 per hour 

‘For such a small coverage.” 
he added, “the expenditure of 
that sum will be totally unecon 
omic for any advertiser. Conse 
quently, commercial TV 1S 
doomed from the start unless the 
television stations are drastically 
iltered.” 

Lord Rowallan urged sales 
managers to adapt themselves to 
the existing marketing conditions 
the “honeymoon period” of sell- 
ing after the war had ended, and 
they were now having to sell their 
goods, Quality and cost were the 
things that mattered now, If new 
lines were to find a ready market, 
glib sales talk was not enough to 


‘No queue’ 


“Some people believe ad- 
vertisers are standing in a 
queue, pressing against the 
barriers, to rush forward and 
fling millions of pounds into 
television advertising on what- 
ever terms. 

“That is not true,” Eliot 
Warburton, president, Incor- 
porated Society of British 
Advertisers, told the Pub- 
licity Club of Leeds. “But,” 
he said, “the ISBA do 
hold that, if television adver- 
tising does come, it should do 
so in a form adapted to 
United Kingdom conditions, 
and in one that will satisfy 
the majority of the public and 
of the advertisers affected.” 


gain the confidence of the cus 
tomer. 

“We are faced by a hard task 
in sales to-day,” he went on. “It 
behoves us to look around for 
aids and allies to help us in our 
task. We must realise that sales 
are no longer a thing apart and 
that integration of al! the differ 
ent departments—research, pro 
duction, and publicity—are essen 
tial if our position in the market 
is to be matntained.” 


Fifty newspapers 
on schedule 


Over filty newspapers are on the 
schedule for a new campaign for 
Batchelors peas. For the first time 
there is to be heavy national adver 
tising for Batchelors cream of 
tomato soup. Mather & Crowther 
Lid. are the agents. 
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Students’ 


exercise 


National Trust 


CAMPAIGN SCHEMES 
LIPA’s COURSE 


PRODUCED AT 
AT OXFORD 


sit DENTS at the fourth advertising course organised by the 
Institute of Incorporated Practitioners in Advertising, held 
at St. Peter’s Hall, Oxford, during the week-end, were encouraged 
to put all they had into the exercise set them by the fact that 


it was to plan a campaign for a real “client” 


make use of their ideas. 


At each of the three previous 
courses, 4 campaign for an imag- 
inary product was planned and 
presented. This time the nature 
of the exercise was very different, 
for students were asked to pre- 
pare schemes for publicising the 
work of an actual public service 
organisation—the National Trust. 

And an officer of the Trust, 
Humphrey ap Evans, was there 
taking notes. 

For the purpose of the exercise, 
it was assumed that a number of 
public-spirited national adver- 
tisers had contributed a fund of 
£10,000 to publicise the Trust, and 
that this had to be spent during 
1954. 


The objectives 

Campaign objectives (writes the 
Editor of ADVERTISER'S WEEKLY) 
were to stimulate interest in and 
appreciation of “our dwindling 
heritage in historic buildings and 
lovely countryside”; to increase 
public awareness of the value of 
the work of the Trust; and to aug- 


ment its funds by legacies and 
donations and by an increase in 
its membership, particularly 


among the younge 

Directing staff comprised E 
Ward Burton (chairman), R. §S 
Caplin, H. A. B. Lee, Howard 
Wadman, Eric Brown and George 
Plante, and the exercise followed 
the pattern found so successful 
hitherto. After lectures on prin- 
ciples of media selection, copy. 
visualising, and mechanical pro- 
duction the students, about 60 in 
number, split up into ten syndi- 
cates, each representing an 
“agency.” Each syndicate prepared 
its scheme, and presented it to the 
instructors, who gave each mem- 
ber’s work a constructively critical 
appraisal 


age groups. 


Workmanlike schemes 


The project was one that would 
tax the ability of any agency 
team. It was, therefore, to the 
credit of most of these scratch 
teams that their schemes were 
well considered and workman- 
like, though there was. perhaps, 
too pronounced a tendency to 
play for safety. to grasp at the 
obvious and conventional solu- 
tion. Most svndicates took the 
line that the appeal should be to 
the higher income groups, and 
mainly through press advertising 
in appropriate media. Other ap- 
proaches were advocated, but 


these were calculated to broaden 


who might even 


the appeal rather than to evoke 
an emotional response. 

Two first-rate headlines de 
mention, They were “Are 
vou a Nationa] Trustee?” and 
(this one rescued by Mr. Caplin 
trom the obscurity of a copy pas 
sage) “Save Yesterday for To 
morrow.” 

Mr. ap Evans said he had been 
greatly impressed by the skill] and 
competence with which the syndi 
cates had produced their schemes 
Some of the suggestions had al- 
ready been tried out, but there 
were many the Trust might wel! 
adopt 


serve 


Frank Sisson of Hucknall (eft) re 

ceives the first prize of £400 in His 

Master's Voice Coronation window 

dispiay competition from sales man- 
ager, Sidney Davies. 


JOINT AD. 


A twelve months advertising 
campaign by hairdressers has 
been suggested by the Bourne- 
mouth branch of the Hairdressers’ 
Guild. 

The scheme they envisage 
would cost 
| £4,000, For 


an experi- 
mental 12 
months there 
would be a 
minimum of 


two = adver- 
' tisements a 
} week using 


, ten women's 
|'maga zines, 
five national] 
daily news- 
—_—_———__’ papers, one 

This publicity sym- nationa | 
hol is suggested Sunday 
newspaper 

and six provincial daily news- 
papers. Initially the branch say 
they would be prepared to oper- 
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NEW POSTER 
FOR RAF 


\ new 16-sheet 
courage the recruitment of atr- 
crew and ground tradesmen for 
the Royal Air Force has been 
produced for the Air Ministry 
by the C.O] 

The poster has been designed 
in full colour by Reginald Mount 
and illustrates three of the latest 
Hunter aircraft climbing vertic 
ally into a deep blue sky, with the 
slogan “above all--R.A.F.” This 
is keved to the message at the 
foot of the poster the world’s 
finest aircraft call for the world’s 
finest aircrew.” 

Display is to start next month 
on apnoroximately 2,000 16-sheet 
sites in London and the provinces 
The scheme will run until March 
In the provinces it will be alter 
nated with the previous poster 
“Swilts over the Needles.” 


Agents: A. W. Newton Ltd 


poster to en 


PLAN FOR HAIRDRESSERS 


ate the scheme themselves 
Branches of the Guild have been 
circulated with ful} details. It 
has been suggested that the money 
could be raised by a levy on 
members of £2 a vear 


New cut in cost of 
information service 


Expenditure on the Government 
information — servic¢ is to total 
£12,.237.250, as compared with 
£12-4 wa ion in the 


a Whit Paper issucd last week 
reveals 

Since 1949-50 the total cost of the 
information services has been re 


duced by nearly a quart while the 
reduction of home information ser- 
vices was about half 

During the current financial year 
home information expected to cost 
£2.260,500. some £251,700 less than 
last year, but ov nformation 
is expected to cost £9,976,750, an 
increase of £482‘ 


ideas for 


Pamphlet on 
Merchandise 


Marks Act 


“Bothered by Boils? 
Bingo’s Beer” is an offence 
under the Merchandise Marks 
Act, 1983, if it can be shown that 
Bingo’s Beer has no effect on 
boils, according to a new pamph 
let issued by the Retail Trading 
Standards Association. 

Such an advertisement would 
vive “a definite imference as 
regards the performance or be 
haviour of Bingo’s Beer” 

On the other hand a 
such as “Beer is Best” is merely 
“an expression of high morale 
in the brewing industry and does 
not describe beer in a material 
respect.” 

In his introduction to 
pamphlet, Roger Diplock, secre 
tary, RISA. writes: “The 
manufacturer who makes special 
claims for his goods is affected 
by the latest amendments and so 
is the advertising agency, whose 
copywriters accept a measure of 
responsibility morally, if not in 
law, for descriptions and claims 
which may be far from factual.” 

* (On page 566 a legal expert 
discusses the advertising impli- 
cations of the Act.) 


15 y irs. 


Drink 


“pull” 


the 


‘ars in 
Fleet Street 


Speaking at the 45th anniver 
sary dinner and dance held by 
Alfred Bates & Son Ltd. at the 
Holborn Restaurant last week, 
Edward Bates said that lack of 
iccommodation had once again 
compelled the agency to be “on 
the move.” 

It was 45 years almost to a 
week, Mr. Bates said, since his 
father had started the agency in 
three small rooms on the top 
floor of 134 Fleet Street, By 1936 
the agency occupied almost the 
entire building and was. still 
cramped for space. Accordingly, 
it purchased what had previously 
been the Daily Mail's Fleet Street 
office, next door but one 

Hopes that the present seven 
floor building would satisfy all 
requirements had diminished 
slowly since 1946 and, after an 
unequal] struggle. the agency had 
decided to move its outdoor and 
print departments across to 80 
Fleet Street 


Relative of the 
squander bug 


A new character the Fritter Fly 


has been introduced for National 
Savings publicity. It is described as 
a “close relative of the squander bug 
who put so many people on their 


euard against careless spending dur 
neg the last war.” 

It is being featured in a series 
of national press advertisements 
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ADVERTISER'S WEEKLY 


PULP PRICE 
INCREASE 


Fourth quarter pulp prices 
show an advance of between 
£2 10s. and £3 per ton. 

Bleached sulphite is now £52 
per ton and, in some cases, £53 
per ton, The two qualities of 
greatest importance to newsprint 
manufacturers also reflect the 
firmer trend, strong sulphite being 
priced now at £43-£43 10s. per 
ton and mechanical at £27- 
£27 10s. per ton, with higher quo- 
tations for spot lots. 

In pulp circles this increase ts 
felt to be justified by the present 
level of production costs (writes 
our paper trade correspondent). 
All the North European pulp 
makers have been worried about 
present costs, which, in the case 
of Finland, led to a substantial 
curtailment of production. 

Whether these increases will be 
followed by higher paper prices 
has yet to be determined. 

Most of the important cate- 
gories of paper have been stabi- 
lised at minimum levels until the 
end of this year and paper 
makers will try to avoid any more 
which might retard the recent re- 
covery in demand. 

Nevertheless the rise in price 
for pulp and other materials used 
in paper making will doubtless 
cause paper makers to review 
their costs before long. 


Evening papers on 
Boxing Day 


The Newspaper Society are recom- 
mending that there should be no 
publication of provincial morning 
and evening newspapers on Christ- 
mas Day or of provincial morning 
newspapers on Boxing Day; and that 
provincial evening newspapers 
should be published on Saturday, 
Boxing Day, December 26, 


SOOO HEHEHE EH HEHEHE HEED 


Big press boost 
for Leather Week 


Remarkable editorial support for 
Leather Week, which ends on Satur- 
day, has been provided by the press, 
it is reported by Leather Trade Ser- 
vices Ltd., which handles publicity 
for the Leather Institute. 

Leading provincial newspapers 
have published nearly 100 editorial 
stories on focal heats in the Queen 
of Leather competitions. Dozens 
of popular magazines, weeklies and 
monthlies prepared illustrated 
articles on the uses of leather in 
fashion, the home, sport, travel. 
Specialised and television maga- 
zines are also co-operating and the 
Press Association and Reuters are 
issuing articles on British leather to 
home and overseas publications, 


Putting them in 
the picture 


To mark the 75th anniversary of 
Kenrick & Jefferson Lid., West 
Bromwich, printers, the employees 
will on October 2. present the 
chairman, Edward Jefferson, and the 
joint managing directors, A. Wynn 
Kenrick and T. Jefferson Cotrell, 
with their group portrait, painted by 
Fleetwood Walker, A.R.A. 


At the annual summer outing of the Advertising-Press Club, Dublin, to 
Kilcroney Hotel. Seated in the front row, from left, are Mrs. B. Byrne, 
Alan Maxwell (hon. treasurer), Miss Maura Fox, A. Thomas (vice- 
president), Horace Denham (chairman), Mrs. Denham, Tommy Milner (hon. 
secretary), Miss W. Stacey, Mrs. R. Murphy, R. Murphy. 


‘Reader confidence comes first 
in the provincial press 


J. B. Morrell and W. R. Derwent, who recently retired as 
chairman and managing director respectively of Westminster 
Press Provincial Newspapers, gave their views on the provincial 
press at a farewell luncheon at the Savoy Hotel last week. 

Mr. Morrell said a newspaper's 
influence did not depend on the 
magnitude of sales, or on stunts, 
but on the presentation of accur- 
ate news with an explanatory 
background, and a platform for 
free expression of views. 

Mr. Derwent stressed the value 
of reader confidence which, from 
his early association with the ad- 
vertisement side of the news- 
papers, he had long ago concluded 
was the most valuable quality 
from a business point of view 
that any paper could possess. 

“As an advertisement manager 
1 would rather have 50,000 regu- 
lar readers devoted to my news- 
paper and with confidence in it The Hon. Mrs. R. Campbell- 
than twice that number who were — Preston, chairman of Westminster 
attracted to it by stunts and other Press Provincial Newspapers Lid., 
adventitious aids to circulation.” sr eg _ “ne Pr J. B. Morrell 

° g° alan who rece yre Co rom 1 chair- 

Presiding over the Juncheon manship of the Group. 

was the Hon. Mrs. R. Campbell- 
Preston who has succeeded Mr. 
Morrell as chairman of the West- 
minster Press. In proposing the 
toast, “Our Guests of Honour,” 
she spoke of the partnership be- 
tween Mr. Morrell and Mr. Der- A showing of some of the ad- 
went which had lasted for 20  vertising films made in France by 
years. Andre Sarrut formed the main 

“The progress the papers have feature of the first dinner meeting 
made is proof of the success of of the Advertising Creative 
that partnership.” Circle’s winter season which took 

Mr. Morrell will remain on the — place last Thursday in London. 
Westminster Press board and on In a short introductory address 
the boards of all the principal M. Sarrut declared that only 25 
companies associated with the per cent of the many films his 
Westminster Press. organisation made during the 

Mr. Derwent will serve on the course of a year were shown in 
board of the parent company, He _ France. The remainder were 
is now chairman of the Bradford made specifically for definite 
and District Newspaper Co., Ltd.. exports markets. 
in succession to Mr. Morrell, and Careful market research was 
is on the board of the Bedford- carried out before the approach 
shire Times Publications Co., to the film was determined. One 
Ltd.. of William Byles and Sons = of the most important questions 
Ltd. and Wiley Displays Ltd, to be settled was whether the 
of Bradford. presentation of the message 
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Woman’s Journal 
Saves a dying 
industry 


How a dying industry was 
saved by a brief editorial notice 
in a woman's magazine is the 
heartening narrative told in The 
Shetland Story, a brochure issued 
by Amalgamated Press. 

A. W. Burnett, editorial direc- 
tor, in a brief foreword, says: “It 
tells how 4,700 Woman's Journal 
readers made a man in the Shet- 
land Islands set up a new business 
and become an advertiser!” 

Written by a woman member 
of the magazine’s staff, it des- 
cribes how on a visit to the 
Islands she found acute unem- 
ployment among the women of 
Shetland, “who have knitted for 
their bread since modern knitting 
was first invented in the four- 
teenth century on the mainland 
of Scotland.” Reason: the mar- 
kets were flooded by machine- 
made copies of Shetland’s lovely 
traditional hand-knit designs. 

No money being available for 
advertising, it was arranged that 
a photograph and details of a 
twin-set should be published 
editorially, provided that facili- 
ties were available to cope with 
the orders expected. 

Eight weeks after the editorial 
had appeared “the routine 
of the editorial! office was broken 
by the entrance of a Shetlander, 
full-kilted in our honour. He had 
come, he said, to thank us, and 
with money in his hand to buy 
space for the advertising of Shet- 
land hosiery.” 

The story is then taken up by 
a Shetlander, one A. D. Bennet, 
who tells how he supplied the 
details to Woman's Journal \ast 
December, established Shetland 
Shipping Service, a one-man mail 
order business, and was hit with 
such a rush of orders that it 
nearly put him out of business! 

“That one small editorial men- 
tion brought us 4,700 orders in 
the first seven weeks, and they 
are still coming in,” he says. 


Market research used to check 
approach in advertising films 


should be through puppets, car- 
toon figures or live action. 

One could adopt a very strong 
approach when designing pos- 
ters, said M. Sarrut, because 
people could very easily choose 
whether or not they looked at 
them. In a cinema, however, 
that degree of choice was not 
present. The film-maker must 
make a diplomatic approach. 


. . a 

Willing’s on parade 
The personnel of Willing’s Press 
Service Ltd. are introduced in a new 
brochure issued by the agency. 

Directors, space buyer, market 
researcher, copywriter chief, art 
director, production manager, print 
appeal experts are portrayed and 
their agency functions analysed. 
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HARROGATE 
CONFERENCE 
9 SESSIONS 


To-morrow (Friday) dele- 
gates to the Advertising Clubs’ 
Conference meet at Harrogate 
where, this week-end, in nine 
business sessions they will con- 
sider the relationship of the 
clubs to organised advertising. 

Highlights of the Conference 
will be the speech of E. J 
Robertson, president of the Ad- 
vertising Association, on “The 
future of organised advertising” 
and a spirited challenge to the 
club movement by a well-known 
national advertiser who hides his 
identity behind the title of “Mr. 
= 


How the clubs can attract ad- 
vertiser interest; the promotion 
of club membership and finance; 
problems of education in the 
club, are among the subjects on 
the Conference agenda. 

Wider aspects of advertising 
will be discussed also, the 
strengthening of standards and 
the need for vigilance in main- 
taining them being key topics. 

Delegates will receive five 
invitations (women delegates 
seven) to various social functions, 
entertainments, lunches and 
banquets at all of which they 
will be guests of the various 
sponsors of the Conference, of 
the borough of Harrogate and 
other local and national organis- 
ations. 

In addition to those gifts 
reported last week, the Confer- 
ence organisers acknowledge a 
donation of £50 from the News 
Chronicle. 

They are also indebted to 
many bodies outside the Club 
movement who have offered 
essential services to the Confer- 
ence. 


Conference Cameos 
Other youth delegates from 
the clubs, under the Time 
scheme are: Sidonie Cook (Nor- 
wich and Norfolk); Sydney G. 
Etheridge (Portsmouth and 
Southsea); David Findlay (Glas- 
gow), and William A. Longwill 
(Berks and Bucks). 
* * * 

R. Ackrill Ltd., publishers of 
the Harrogate Herald, have pro- 
vided special round-the-clock 
dark room service so that prints 
can be issued to the press and 
made available to delegates— 

from 8 a.m. to midnight. 
+ + * 


Nine issues of an_ illustrated 
Conference wallsheet will be 
issued by the Conference press- 
room staff. 

x * * 

Two delegates have so far indi- 
cated that their birthday falls 
within the Conference weekend 
and the organisers are preparing 
a suitable surprise for them. 

* * * 


A number of special presents 
have been given for the ladies. 
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Club News 


Hubert Oughton 
is Thirty Club 
president 


The following officers and com- 
mittee have been elected for the 
forthcoming year for the Thirty 
Club of London: President, Hubert 


Oughton; vice-president, Arthur 
Fuller; hon. secretary, Andrew 
Milne; hon. treasurer, Stuart 
Mander; hon. auditors, Sir Miles 


Thomas and Brig. Carleton Harri- 
son; N.A.B.S. steward, Sidney T. 
Garland; committee, E. Glanvill 
Benn, Gordon Boggon, E. M. I 


Buxton, John Coope, Norman 
Moore, L. W. Needham, Alfred 
Pemberton, George Simon = and 


Herbert Tingay. 
London 
Opening the 


winter session 
Several hundred members of the 
Publicity Club of London attended 
a “get-together” at the Waldorf 
Hote! on Monday to open the 
winter session, 
They were received by the chair- 


man, W. Harold Butler and Mrs. 
Butler, assisted by the vice-chair- 
man, Miss S. Weinberg and the 


honorary secretary, Reg. Cooper. 

During the evening the chairman 
formally introduced the officers and 
committee chairmen. The “get- 
together” was preceded by the 
annual meeting at which the reports 
and accounts for the past year were 
adopted. 


Leicester 


The ‘next step’ in 


. . 
circulation data 
“The next step in the publishing 
of certified circulation figures will 
be to set up machinery specially 
suited to the trade and technical 
press,” Alan Whitworth, director, 
Incorporated Society of British Ad- 
vertisers, told the Leicester Club. 
“Mere we have a highly special- 
ised distribution, often small, but 
invaluable in reaching people who 
matter,’ he said. “The outlay on 
advertising in trade and technical 
journals is sometimes costly and the 
advertiser is entitled to factual in- 
formation about their readership and 

distribution.” 


‘Appalling ignorance’ 


. . 
about advertising 
The editorial side of newspapers 
should help the public to realise 
that “advertised goods are good 
goods,” Eliot Warburton, president, 
Incorporated Society of British Ad- 
vertisers, said at the Publicity Club 
of Leeds luncheon last Thursday. 

No manufacturer with sense would 
embark on advertising at to-day’s 
prices in support of articles whose 
quality would not bring repeat sales; 
therefore, advertising was nearly 
always an indication of quality, he 
said 

“If we are to support over 50 
million people on these islands, we 
had better stop being ashamed of 
commerce and of advertising.” 


Bristol win 


F. E. Cook cup 


Bristol and West Publicity 
Club have been awarded the 
F. E. Cook national cup by the 
Advertising Association in recog- 
nition of their “outstanding work 
in connection with education in 
advertising.” 

Formed in 1948, this is the 
first time that the Bristol Club 
has entered for the award. Last 
year the cup was awarded to the 
Regent Advertising Club, in 
1951, Oxford, 1950, Newcastle 
and 1949, Leeds. 


Birmingham 
Most poster figures 
available soon 


The recent audience survey by 
Outdoor Publicity Lid. had provided 
much useful factual information 
C. A. Bowack, sales director, Mills 
& Rockleys Ltd., told Birmingham 
Publicity Association, Mills & Rock- 
leys had undertaken to carry out 
continued research on the same lines 
and the first results of this second 
survey confirmed all Outdoor Pub- 
licity’s findings. 

These figures were now being 
subjected to deeper examination and 
by the end of the year, Mr. Bowack 
said, it was hoped to publish some- 
thing really useful. 


Wolverhampton 


Tom Webster was in 
reminiscent mood 


Roy Watson, now serving his 
second term as chairman of Wolver- 
hampton Publicity Club, welcomed 
a record attendance last Thursday 
when Tom Webster, the News 
Chronicle's: sports cartoonist, was 
the speaker. 

On the invitation card was Tom 
Webster's “Tishy.” 

A long succession of 
stories, in racy style, 
everyone, 


Newcastle 


sporting 


delighted 


Gay night for a 
good cause 


One of the gayest dances New- 
castle has had for many years will 
be the masked ball Newcastle and 
District Publicity Club has planned 
to help the Percy Hedley School for 


Spastic Children, on Wednesday, 
September 30, at the Old Assembly 
Rooms. 


. 
In brief... . 

Frank Owen, formerly editor of 
the Daily Mail and Fvening Stan- 
dard, and now with the Daily 
Express, will be the speaker at the 
opening meeting of the Publicity 
Club of London winter session on 
Monday, October §. .. . The Oxford 
Club’s annual dinner will be held 
on December 16 at the George 
Restaurant. . . . New members of 
Manchester Publicity Association 
include Douglas Jolly (Vantona 
Textiles Ltd.), F. G. B. Wynn (Ad- 
vertising and Publicity Service), and 
T. R. Manley, junr. Uesse Broad 
& Co., Lid.) . Iwo speakers 
from C. & FE. Layton (Bristol), 
R. A. Glass and H. L. Bryant, spoke 
to associate members of Birmingham 
Publicity Association on colour pro- 
cessing at their meeting which was 
the first of the 1953-54 season... . 
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‘Games and Toys’ 


annual match 
Over 60 played in the Games and 
Toys annual golf match held at 
Rochampton last Thursday. The 
mecting was organised by “Teddy” 
Simmons and Alfred Berg, produc- 
tion manager of Games and Toys. 


esulis: (morning), Trade—t, 
R. G. F. Riden (70-6=64); 2, 
R. E. Gurney (88-—18=70); 3, 
R. F. Butler (86—16=70). Visitors 
1, J. Brierley (77—10=67); 2, C. 
Hunt (75—8=67); 3, J. Roberts 


482 —12=70); (afternoon): Trade 
1, L. Grose, J. Grose, 2 up; 2, H. 
Senior, R. F. Butler (all square); 3, 
R. G. F. Riden, C. James (all 
square). Visitors—1, 1. F. Gunn, J. 
Roberts (1 up); 2, C. Hunt, V. 
Brodsky (3 down); 3, F. Short, F. 
White (5 down). 


Scratch: Trade—R. G. F. Riden 
(70 gross). Visitors—C. Hunt (75 
gross). 

First 9 holes: Trade—W. H. 


Littleales (334 nett).  Visitors—T. 
Read (334 nett). 

Second 9 holes: Trade 
G24 nett). Visitors 
patrick (32 nett). 

Handicap, 18 and over: Trade— 
M. Kleiner (90-18 =72). Visitors— 
C. Kreagor (93 — 18 =75). 


L. Grose 
J. B. Fitz- 


’ a . 

Press Golfing Society 

The Hon. P. G. Campbell has won 
the Press Golfing Society's “Sir 
Emsley Carr Memorial Trophy” 
1953, by beating the captain, E. 
Douglas Caird, in the final by 2 
and 1, over 36 holes at Wentworth 
Golf Club. “Paddy” Campbell also 
won this trophy in 1948 and 1949, 


Cricket 


’ ’ 
George Murray Cu 

The Daily Mail (advertising ) 
have regained the George Murray 
cup from the News Chronicle (W. 
Memory’s XI). They last held it in 
the Coronation Year of George VI. 

The competition is between the 
Daily Mail and News Chronicle ad- 
verusing departments annually, 


leit 


ADVERTISING 
DIARY 


Friday, September 25 


InstTITUTE oF Pustic RELATIONS 
Facility visit to Ocean Hotel, 
Brighton (until Monday) 

Apvertising Ciuns’ Conrenr- 
ence. Harrogate (until Monday) 

Saturday, September 26. 

Youna Masten Prowtens’ Con- 
FRRENCE Keble College, Oxford 
(until Tuesday) 

Monday, September 28. 

PoruLar TELEVISION) =6ASSoCI~A- 
TION, Public meeting. Central Hail, 
Westminster 7.10 p.m 

Tuesday, September 29. 

Beaprorp = Poumuicry Associa 

Ttom. Andrew Milne on “The in- 


fluence of the trade 
marketing scheme.” 

Pousuierry Clue oF 
Fashion film show 
ing) 

Rrornt Apvertisine Ciun AP 
Sykes on “Outdoor Advertising” 
(educational lecture) 

Wednesday, Septembe 

NEWSPAPER AND 


journal in a 
Spm 


Suerrirnip 
(evening meet 


r M. 
ADVERTISERS” 


Gourmsa Socwry. Autumn meet- 
ina. Sunningdale 
Pusuicrry Crum or Newcastie.? 


Maskes Ball. Old Assembly Rooms * 
Thursday, October 1. “4 

Atopwyen Cron 

President's Day 


Gor Crees 
Old Fold Manor. ~ 
Pusitecrry Ciun oF lreps ¢ 
Harold Hartley on “I ithographic + 
printing." Great Northern Hotel 
6% pm 4 


Pumucriy Ciun oF AutkowEN. ¢ 


Annual meeting. Caledonian Hotel. 


Lane 
Lee 
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Le 
ane 


oe 
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‘News Chronicle’ 
name E very as 
ad. manager 


FE. L. Every, who joined the staff 
of the News Chronicle in Septem- 
ber 1933 as a display advertisement 
representative and became assistant 
advertisement manager in January 
1953, has now been appointed ad 
vertisement manager of the News 
Chronicle. Prior to joining the 
News Chronicle Mr. Every was with 
the Daily Express for over seven 
years. 

H. I. Holker, who now becomes 
assistant advertisement manager, 
— the paper in 1934. In 1947 
«¢ was sent to the Manchester office 
and became northern advertisement 
manager, After six years he re 


turned to London as senior adver 
tisement representative 


Pictured aboard the “Queen Eliza 
beth” before leaving Southampton 
are EF. A. Smee, managing director 
of Smee'’s Advertising Ltd., and Mrs 
Smee. Mr. Smee is now on an ex 
tensive business tour of America, 
* - * 
“The following appointments have 
recently been made at Bennett 
Williams (Advertising) Lid., Brad- 
ford: Malcolm A. Hanson, who 
has been with the agency several 
years, account executive; E. Walker, 
copywriter/visualiser, Mr. Walker 
was account executive with a pro- 
vincial agency before joining a firm 
of engineers as advertising manager 
1S months ago; Keith Murgatroyd, 
studio manager; Maurice Weighell, 
who was formerly administrative 
assistant to the studio manager of a 
Leeds agency, and Miss K. Woollard 
have joined the studio, 
* +. * 

Brian Barefoot, who has been 
medical copywriter with Armstrong- 
Warden Ltd. since February this 
year, has resigned his appointment 
in order to take up a post in Rome. 

* * * 

Robert D. Clegg has joined the 
executive staff of Campbell Johnson 
Lid., P.R. consultants 

* * * 

Derek Whitehead, for the past 
year responsible for information 
work at the Advertising Association, 
and editor of the Newsletter, has left 
to join Gordon & Gotch Ltd. 


Edward W. Davies, general man- 
iger Of the Press Association, sailed 
to-day (Thursday) for a visit to 
North America. He is going to study 
American and Canadian news 
agency and newspaper methods and 
the operation of television stations 
hy newspapers. 

* 


* 

Gerard Dunne, publicity depart- 
ment, Indepedent Newspapers, 
Dublin, last week-end received a 
presentation from his colleagues to 
mark the occasion of his forthcom- 
ing marriage to Miss “Paddy” 
Dunlea a leading comedienne on 
the Irish stage. 


— * * 

I. B. A. Groves, of the advertise- 
ment department of The Statesman 
of Calcutta and Delhi, is in England 
for a few months. After a short 
holiday he hopes to mect the execu- 
tives of leading British advertising 
agencies and manufacturing firms to 
discuss marketing problems in India 


Cain gets Hulton ad. 
development job 


John Cain, who has been in 
charge of advertisement promotion 
for Picture Post since last year, has 
heen appointed advertisement devel 
opment manager of Hulton Press 
Ltd. In this capacity he will be 
responsible for all Hulton Press 
publications, 

David Burry has been appointed 
northern advertisement manager for 
Picture Post. Mr. Burry, who joined 
Hulton Press in April 1952) as 
northern representative for Picture 
Post, was previously in the adver 
tising department of Thomas Hedley 
Co., Ltd, as brand manager for 
Dreft and airy soap 

R. H. Norris is joining Hulton 
Press in an execulive capacity. 
Unti! recently he was with George 
Newnes Ltd. Originally sales direc- 
tor of a London manufacturing 
company, Mr. Norris was sales man 
ager with one of the divisions of 
the Newnes organisation for three 
vears, 

* * * 

Cc. G. W. Carter has been ap- 
pointed advertising manager of 
>. RK. Howard Ltd., manufacturers 
of Autobrite. 
(See Mainly 


Personal, page 592) 


Boarding a Paris bound plane to 


attend last week's International 
Design Congress are Milner Gray 
(eft), of the Design Research Unit, 
and J. R. M. Brumwell, managing 
director, of Stuart Advertising Lid. 


E. L. Every 


Arthur Dean has been appointed 
assistant advertising manager of 
James Beattie Ltd., the Wolver- 
hampton department store. 

* * * 

Robert SS. Caplin, managing 
director, R. S. Caplin Ltd., has suc- 
ceeded E. Ward Burton, director, 
I. Booth Waddicor & Partners Ltd., 
as chairman of the L.1.P.A. educa- 
lion committec. 


* * * 

F. W. F. Jackson, who left F. 
John Roe agency nearly two years 
ago to take up an appointment with 
Jonsson Advertising (Pty) Ltd., in 
Johannesburg, has left that agency 
to become advertising manager of 
the Lewis Appliance Corporation. 

* * 


Wilfrid Goatman, who was in 
charge of the B.B.C.’s Overseas In- 
formation Unit during the war, has 
been appointed information officer 
to the Ebbw Vale section of 
Richard Thomas & Baldwins Ltd. 

* 

J. T. Jones, one time Fleet Street 
journalist and programme director 
for the B.B.C. at Cardiff, has been 
appointed managing editor of the 
Caernarvon Herald and Associated 
Newspapers Ltd. 


Won TV set—now 
in hospital 


Ivy Mackwan, 
Northern Publicity Service, is in 
Bond Street Ward of Midcicsex 
Hospital, London, W.1, following a 
fall which resulted in a doubly frac- 
tured leg. She went to London 
to see how commercial broadcasts 
were made, and took part in a 
sponsored programme for Luxem- 
bourg, won a 1953 TV set, and 
landed in hospital—all on the same 
day. 


principal — of 


* * * 

Recent and pending appointments 
at the Warren Seymour Co., Ltd., 
include: studio, Noel van Sandwyk 
(manager) and Derek W. Rains; 
production, B. R. J. Dixon (mana- 
ger); account executives, D. 
Richardson and A. S. Stevens; ac- 
countant, R. C. Morgan; space 
buyer, Miss M. Sims. 

* * * 

L. B. Seymour, director, The 
Warren Seymour Co., Ltd., has been 
presented with a son. 

* 


* 

Alex Jacobs has joined the staff 
of British Lion’s publicity depart- 
ment. He was formerly with Inter- 
national Film Distributors. 

* * 

J. E. Woodman, formerly British 
Textiles representative in the North 
and in Scotland, and at one time 
manager of Cowan Ad-Service’s 
Newcastle office, has joined Widd 
(1934) Ltd., the Bradford sign firm, 
as manager 

* * 

A daughter has been born to the 
wife of John Plant, artist in the 
studio of Stuart Advertising Ltd. 


H. 1. Holker 
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John Cain 


D. V. Woolf, acting advertisement 
manager of Modern Poultry Keep- 
ing, is joining Gestetner Ltd. as pub- 
licity assistant, 

* i 

John Elliot, chairman of the Rail- 
way Executive, who has been ap- 
pointed chairman of the London 
Transport Executive, joined the 
Southern Railway in 1925 to take 
charge of public relations and adver- 
tising. Before that he was in 
journalism working on the Evening 
Standard, the Daily Express and the 
New York Times. 


* * * 

Ingrid Miller, of Pearl & Dean 
Lid., has presented her husband, 
Cyrus Ducker, of London Press 
Exchange Ltd., with a son 
Christopher. 


Photographed at Tangmere are (left 

to right) Dennis Caton, of Dolan 

Davis Whitcombe & Stewart Ltd., 

Squadron-Leader Neville Duke, and 

Murray Edwards, of Patrick Dolan 
& Associates. 


OBITUARY — 
W. S. Minton 


William Samucl Minton, who has 
dicd at his home at Tonbridge. 
Kent, served his apprenticeship 
with Bradbury, Agnew & Co., Lid 
Punch office, Bouverie Street, F.C 
and after attaining the position of 
assistant manager, was appointed 
manager at Tonbridge in 1907. 

In 1916 the Tonbridge works were 
acquired by The Whitefriars Press 
Ltd., and he continued as general 
manager until 1930, when he be 
came a director of the company. He 
retired in 1933. Mr. Minton was 87 
One of his sons is now general man- 
ager and director of the Whitefriars 
Press Ltd. 


Thomas O'Neill 


The death took place in Cork on 
Sunday last, September 20, of 
Thomas O'Neill, for many years 
advertising manager of the Cork 
Examiner. Mr. O'Neill was a 
native of Cork and joined the staff 
of the Cork Examiner after leaving 
school about 35 years ago. 
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Look at that—three sons, three motor bikes 


They’re pretty new bikes too, must have cost quite a bit of money. 


Yes, I expect they did. I know Mrs. Wiggins, their mother, quite well— 
that’s her seeing them off. Two of the boys work in the factory and Ralph, 
that’s the youngest, is in a garage. What with overtime they're all doing 
pretty well for themselves, and with their combined incomes the Wiggins 
family enjoy a pretty high standard of living all round. 


As a matter of fact, I was reading some figures the other day produced 
by The Oxford University Institute of Statistics that showed that an 
extraordinary percentage of expensive products, like televisions, washing 
machines and motorcars are owned by peopie earning less than £600 a 


year. In the case of motor bikes, it is over 70". 


I don’t doubt it, there are very few products which don’t come into the mass 


market nowadays. 


DAILY MIRROR 


With the biggest daily 
net sale on earth, 

the DAILY MIRROR 
offers the most powerful 
mass market coverage 

in the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 


dailies 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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Study of advertising is commended to 


young newspaper publishing executives 


‘FASCINATING AND REWARDING,’ SAYS 
NEWSPAPER SOCIETY PRESIDENT 
Young executives in newspaper publishing were strongly 
advised by T. G. Moore, president of the Newspaper Society, at 
the annual confercace of the Young Newspapermen’s Associa- 
tion last week-end, to make a special study of advertising, 


which they would find “fascinating and rewarding”. 


He com- 


mended the Advertising Association’s diploma course, the 
study of which, he claimed, would help local advertising to 
develop more rapidly and efficiently. 


As each year went by, he said, 
newspapers had to = anticipate 
greater competition, not only 
from other neighbours for sales, 
but from other interests seeking a 
slice of the loca] advertising cake 

such means of publicity as 
hoardings, films, posters, and 
transport, and to those mightgbe 
added commercial television pro- 
grammes, 

Newspaper advertising was still 
the most forceful and economic 
salesman at the disposal of a 
trader and other forces were com- 
plementary; and he could not see 
this situation changing. But there 
was no room for complacency. 

The industry was faced with 
ever-growing costs in raw 
material, equipment and wages. 
Progress and rising costs called 
for more revenue—-1.e. more local 
advertising. The West Midlands 
Advertisement Executives’ Asso- 


The Newspaper Society has 
always felt it should not en- 
courage adventitious aids to 
sales, said W. G. Ridd, deppty 
director in an “Any Questions” 
session. With large prizes there 
was a danger of newspaper be- 
coming competitors’ journals; 
moreover, in the provinces, there 
was a risk of the whole thing 
getting out of hand. 


ciation had rightly called atten- 
tion to the development of classi- 
fied advertising and had staged a 
conference that had been well 
publicised in the trade press. He 
was glad to learn that a second 
one was to be held next February. 

What of local display adver- 
tising? The older people holding 
responsible positions in the adver- 
tisement departments had gained 
their knowledge in the hard 
school of experience, and he was 
sure they would gladly pay tribute 
to the help they had derived over 
the years from reading their excel- 
lent trade press. But, valuable 
and instructive as the trade papers 
were, they did not claim to offer 
a training course, 

Advertisement managers were 
aware that the technique of mar- 
keting and selling was changing, 
indeed, had changed. Their 


responsible task was the develop- 
ment of local industry and trade 
through a wise use of the news- 
papers’ advertisement 
advertising 


columns. 


Their departments 


directed the spending of a very 
large sum of money each year on 
consumer appeal, 

For several years they had had 
to mark time because of the 
scarcity of newsprint, and now it 
was a matter of breaking into 
double time. 

With what background of 
understanding of modern market- 
ing methods did their younger 
men approach their task? he 
asked. Must they gain their 
knowledge the old way or should 
they, like the journalists, have the 
benefit of a specialised training 
and the advantage of gaining a 
diploma? 

“Advertising is fascinating 
and rewarding and offers good 
prospects to those young men 
who wish to make it their special 
study. They have an opportunity, 
denied their seniors, of gaining 
some knowledge quickly, 1 would 
commend to them the diploma 
course study offered by the Ad- 
vertising Association, If they take 
this they will broaden their hori- 
zon and obtain instruction in 
modern methods of marketing, 


The Association's president, Michael 

H. Rowntree (*Oxford Mail’), and 

(right) its first president, M. Tillot- 
son (“Bolton Evening News’’). 


economics, psychology, copy- 
writing, typography, research, 
law, and other subjects in relation 
to advertising, Surely the result 
must be that local advertising will 
develop more rapidly and appar- 
ently to the benefit of trader and 
newspaper alike, when these 
young newspapermen get into 
their stride, There is just as much 
need for newspapermen to have 
sound training in advertising as 
there is in other aspects of news- 
paper work.” 


At the 


annual conference. L. to r.: W. A 


Young Newspapermen's 
Warden (‘Hendon Times’), the 
Association's secretary; H.R. 
Dickinson (‘Liverpool Daily Post’); 
with Frank Hayes (*Manchester 
Evening News”), who spoke on 
classified advertising. 


Poe eee SEUSS Cece eee 


The top men of 


to-morrow 

Claiming that the forma- 
tion of the Young Newspaper-: 
imen’s Association was one of : 
:the wisest things the News-: 
:paper Society had done, Mr.: 
: Moore paid tribute to the: 
:work of the president,: 
Michael Rowntree, and for-: 
mer presidents, Marcus Tillot-: 
son, Eric Thomas, Michael: 
Robinson, and the hard-: 
: working and popular secre- 
stary, W. A. Warden. 
: Several Y.N.A. members, 
she said, were holding execu- 
ttive positions with distinction 
sand others had their feet 
tfirmly on the rungs of the 
: ladder of progress. 


Terre er eee eer 
eeeeeeeeeeeeee 


The importance of classifieds 


In a talk on classified advertis- 
ing Frank Hayes, advertisement 
manager, Manchester Evening 
News, said: “Because classified 
advertising belongs to the local 
community, the local newspaper 
should guard it with its life.” 

He quoted a publisher as say- 
ing: “If I were publishing a 
newspaper in any large city and 
the newspapers agreed to divide 
up the field, | would give up the 
entire franchise on display ad- 
vertising for the privilege of 
carrying all the classified business 
in the city.” 

“This is not just a_ nicely 
rounded epigram useful for 
quoting,” he said—“it is sound 
common sense Some of you 
were forced to decide during and 
after the war which in the long 
run was the best to keep and 
which to jettison. Those of us 
who were sensible—and I think 
most of us are-—-held on like 
grim death to classified and let 
the display advertisement look 
after itself.” 


Acceptance by ’phone 


Discussing how to get these 
“so valuable things’ Mr. Haves 
proceeded to reorganise a hypo- 
thetical advertisement  depart- 
ment. Among his recommenda- 
tions was that the advertisement 
manager should be his own chief 
representative and should spend 
as much time out of the office as 
in it. Responsibility should be 
split up and = everyone given 
standard jobs for which he or she 
was responsible 

With regard to the newspaper's 
attitude towards credit, Mr. 
Hayes stressed the importance of 
the transient ad. Although the 
cost tended to be high, one of 
the few wavs of building up 
“voluntary” ads. was by accept- 
ing them over the telephone as 
short-term advertisements. Bad 


debts did happen, but they were 
not worth worrying about pro- 
vided a reasonable check on 
credit available was kept. 

Labour matters were discussed 
by Kenneth Brown (immediate 
past president, Newspaper 
Society, and joint managing 
director, Hornsey Journal Ltd.) at 
a private session. 

G. I, Gale, research officer, 
Institute of Incorporated Prac- 
titioners in Advertising, discussed 
the recommendations made in a 
letter sent by the Institute to 
media proprietors with regard to 
information that should be in- 
cluded in media reports: namely, 
size and composition of the 
sample; sampling method used, 
questionnaire design; questioning 
method used--personal, postal, 
or telephone, “weighting” 
methods used; date of field work; 
and identity of research organ- 
isation. He said that all the 
media competing with news- 
Papers now carried out research, 
and advertisers and agents were 
more and more concerned with 
scientific advertising, marketing 
that was based on facts. 

In reply to a question, he said 
that the information of most in- 
terest to advertising agents was, 
generally, the kind of people who 
read the publication, 

W. J. Ridd (deputy director 
and labour adviser, Newspaper 
Society) wondered whether costs 
of investigations might be re- 
duced if the Newspaper Society 
were to recruit and train its own 
team of investigators at the dis- 
posal of members who would pay 
a fee towards its cost? 

Mr. Gale, in reply, thought that 
anything that the newspapers did 
might be open to a suggestion of 
bias. It might be better to em- 
plov an independent research or- 
ganisation to carry out the survey. 
An ideal solution might be some 
sort of research foundation. 
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Are you an 
ad vertising agent ? 


Then here is an important fact about Good Housekeeping magazine which 
should be made quite clear. Particularly so in respect of your clients selling goods 
to women for the family or the home. Good Housekeeping is not 
just another high class magazine. It is a specialist publication, supported 
by the world’s most famous authority on homes and homecraft—the Good 
Housekeeping Institute. Its readership has a specific and concentrated 
interest—home interest. Good Housekeeping is, in fact, as much a specialist 
journal for the home as is a motoring magazine to the enthusiastic motorist 
or a gardening journal to a gardener. Remember this when planning 


your Clients’ advertising campaigns for 1954. 


i As the Hulton Readership Survey 1953 shows, Good Housekeeping is read by more ABC Class 
housewives with children under 16, than any other Home Monthly magazine. 


Good Housekeeping — Britain’s foremost home mayazine 


THE NATIONAL MAGAZINE CO. LTD., 


28-30 GROSVENOR GARDENS, S.W.1 
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LONDON PREVIEW 


4-colour ‘compatible 3-D’ 
is coming soon 


* Four-colour compatible 3-D” is coming. When it was 
launched in the United States recently, a thousand newspapers 
wrote it up. It will shortly appear here. 


Why “compatible?” 
when looked at without spec 
tacles, the outline is almost as 
clear as an ordinary four-colour 
picture, not hopelessly blurred 
as with the conventional two 
colour 3-D_ pictures, 

Promoting this new develop 
ment is a syndicate comprising 
the Einson-Freeman Co., Inc., of 
America; Smeetz, of Weert, the 
big Dutch printing firm, and the 
joint sole agents in this country 
S. A. Clutterbuck, managing 
director, the Sackville Press Ltd., 
and Jack Chilton, director of 
Smeets. 

fo an audience of advertising 
agents, pressmen, and business 
men at the Dorchester last week, 
Sam Gold, dynamic vice-presi 
dent of Einson-Freeman,  ex- 
plained and demonstrated both 
the new 3-D and also the remark- 
able range of “premiums” which 
his firm produces for many big 
advertisers, 


Dual visibility 


Because of the “dual visibi 
lity,” Mr. Gold claimed, com- 
patible 3-D has many advertising 
possibilities denied to ordinary 
‘-D pictures. It ts achieved by 
means of «a combination ot 
colour photographs and colour 
pen-and-ink drawings or by the 
drawings on their own. 

Meanwhile, he said, 
two-colour 3-D, which 
also produces, Is 9 sweeping 
America. One children’s comic 
that pioneered in its use sold a 
million copies in two hours. 

In showing examples of his 
gilt premiums, Mr. Gold deve 
loped his theory that the child 
is the supreme salesman. From 
the moment he ts born, he said, 
the baby is responsible for the 
sale of safety pins, napkins, milk 
bottles and other products. As 
he grows up he demands other 
toys and other products, Einson 
Freeman produce an enormous 


Because, 


ordinary 
his firm 


range of premiums such = as 
cut-out Christmas trees, rodeos, 
circuses and many other “gim- 


micks” which are supplied with 
nationally advertised products 
In order to induce the child to 
continue to urge his parents to 
buy the product, “continuity” in 
the premiums has been devised. 

Explaining how the child's in- 
fluence could be brought to 


T. B LAWRENCE LTD. 


bear even for commodities in 
which he is not interested, such 
as cars or retrigerators, Mr. 
Gold showed examples of pre 
miums which are given to the 
child if and when he succeeds in 
bringing his parents along to the 
dealer's showrooms. 


Col. Batchelor gives: 
The week's 


best ‘quote’ 


A tribute to the value of 
newspaper advertising in re- 
ducing the price of goods was 
made by Lt.-Col. Maurice W. 


Batchelor, chairman of 
Batchelors Peas Lid., at a 
sales conference at East- 


bourne last Thursday. 

“It is mainly by advertis- 
ing that we can create a much 
greater demand for our pro- 
ducts,” he said. “Advertising 
not only brings a quicker 
turnover for the trader, but 
the increased production en- 
ables better methods of 
quality control and consis- 
tency to be applied. 


‘Destroy fallacy’ 


“Let us destroy the fallacy 
that advertised goods are 
automatically dearer than the 
non-advertised counterpart. 

“The consumer benefits by 
all the safeguards of larger 
production, so that he pays 
less for a better article, which 
merits the name of a reput- 
able manufacturer.” 


Tips to salesmen 


Salesmen in some com- 
panies, he said, were loaded 
up with a series of points to 
rattle off parrot - fashion. 
“You,” he told his salesmen, 
“have much more useful in- 
formation, acquired by our 
policy of arranging for you 
to visit the factory and par- 
ticipate in our various con- 
ferences. You can talk about 
our new developments in 
machinery, our suggestion 
scheme and the excellent ideas 
it has produced.” Salesmen 
could be public relations 
officers for their companies. 
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Sam Gold (centre) with §. A, Clutterbuck (left) and Jack Chilton at 
the Dorchester when four-colour compatible 3-D was demovestrated 
to advertising agents and businessmen. 


Le] . . 
Batger’s biggest campaign breaks 
Batger’s have just launched 
their biggest-ever confectionery 
advertising campaign 
Details were disclosed at a re- 


cent company sales’ meeting, 
when members of Batger’s sales 
force heard A. J. S. Butler, 


Batger’s publicity manager, des 
cribe the unprecedented scale of 
the campaign. 

E. H. Cavendish, director of 
Batger’s advertising agents, Lambe 
& Robinson, outlined the aims 
and techniques of the campaign, 
and Batger’s general sales’ mana- 
ger, G. S. Abbott, told the sales 
force what the advertising would 
mean to the trade. 

Batger’s advertising, using 
original cartoon pictures, is ap- 
pearing regularly in the Daily 
Express, Daily Mail, Woman, 
Woman's Own, Woman's Weekly 
and five children’s papers. 

Featured brands are Silmos 
lollies, Silmos mints, Jersey cara- 
mels, Chinese figs. 


G. S. Abbott, Batger’s general sales 
manager, addressing the saies con- 
ference. The pack “‘blow-ups”’ were 
constructed by Imperial Sigas Ltd.. 
and the “Express” contents boards 
were provided by the circulation 
department of the “Daily Express.” 
Packs featured in the advertisements 
are designed by R. H. Talmadge. 


Pictured at a party 
Tyler Ltd., to introduce a new range of chairs are (left to right) C. 1. 
Williams, associate director of S.C. Peacock; David Pye, designer; George 
M. Williams, managing director, Christie-Tyler Ltd.; J. Perks, executive 
C. Brunning, managing director 
and H. L. King, advertising manager of Christie-Tyler. 


staged by §. C. Peacock, for their clients Christie- 


and advertising director of the “Builder” ; 
of 8S. C. Peacock; 
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EVERYTHING POINTS TO GREATER EXPANSION. . . 


@ ‘Canada now is well launched on its way to 
being one of the mightiest nations of the 
world’’; so stated the London News Chronicle 
in a recent editorial. Evidence of this state- 
ment is shown in the huge development of 
Canada’s rich mineral, oil and forest resources 
from Newfoundland to British Columbia. The 
ever expanding industrial output and the 
accompanying growing demand for consumer 
goods are setting new records. 


In the face of all this, Canada is still a great 
agricultural country. She has enjoyed record 
crops for the last few years which ‘have 
resulted in greatly increased farm revenue. 
Capital expenditures for the current year 
are now estimated at $5,564 million, 9 per 
cent higher in value that the corresponding 
1952 figure. 


@ For the first five months of 1953, retail sales 
wp were $4,594 million, nearly 7 per cent above 
those of the corresponding period of last year. 


With very few exceptions employment con- 
tinues at high levels. The earnings of the 
gainfully employed were never better. Bank 
deposits are at an all-time high. 


4 The effective annual buying income per family 
\ in the areas served by the Southam news- 
papers ranges from £1,648/- to £2,250/- and 
the annual retail sales per family £1,285/- to 


THE 7 SOUTHAM NEWSPAPERS 


The Ottawa Citizen £1,785!-. These prosperous communities 
The Hamilton Spectator represent a readership of over 14 million 
The Winnipeg Tribune persons each publishing day—great potential 


The Medicine Hat News markets for the sale of consumer goods and 
The Calgary Herald services of all kinds. 
The Edmonton Journal 


The Vancouver Province 


For detailed information please communicate 
with our London representative—F. A. 
Smyth, 34-40, Ludgate Hill, London, E.C.4. 
‘Phone: City 2784. 


SOUTHAM NEWSPAPERS OF CANADA 


THE OTTAWA CITIZEN e THE HAMILTON SPECTATOR . THE WINNIPEG TRIBUNE 
THE MEDICINE HAT NEWS e@ THE CALGARY HERALD © THE EOMONTON JOURNAL 
THE VANCOUVER PROVINCE 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY 
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COMMENT 


UNITED EFFORT 


tor many years there have been 
two families in many publish- 
ing houses—the advertising 
men and the journalists—each 
regarding the other as a neces- 
sary evil. 

Too often the atmosphere has 
extended into the board-room, 
with different elements failing 
to see the other point of view. 
Now is the time for younger 
men in the business to change 
this state of affairs. 

A lead was given to members of 
the Young Newspapermen’s 
Association in conference at 
Liandudno at the week-end. 
T. G. Moore, president of the 
Newspaper Society, assured the 
top men of to-morrow that 
they would find a special study 
of advertising “fascinating and 
rewarding.” 

The reward would be an under- 
standing of the techniques of 
publicity for use in selling 
their product. Not to men- 
tion an insight into the un- 
limited opportunities for better 
business. 

Here is a grand opportunity for 
two way traffic in ideas. For 
advertising men would also 
derive benefit from a glance 
over the fence into the editorial 
sanctum. 


CRITICS ANSWERED 


With to-day’s issue we publish a 
Supplement dealing with pub- 
lic relations. It disposes for 
all time with the allegation that 
the expert in this field is 
merely a “free puff merchant.” 

It is now made clear to industry 
and commerce that here is a 
medium which can be em- 
ployed to boost production 
and sales, as well as to create 
better understaading between 
management and staff. 

Public relations is a medium in 
its own right, and has many 
facets, but it is complementary 
to advertising—just one aspect 
of the complete marketing 
scheme. 

The advertising man has been 
inclined to regard P.R. as an 
enemy: a device for getting 
free publicity in place of paid 
advertising. The suspicion is 
unfounded. 

As Sir Miles Thomas says, pub- 
lic relations is often misunder- 
stood, sometimes abused, diffi- 
cult to define, but it is now 
an established clement in our 
national life. 


@ Newspaper 
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W. R. BALCH 


Background to Harrogate 


HE business of a Confer- 
ence is to confer. The 
Advertising Clubs’ Conference 
at Harrogate this week-end 
will hear speakers who 
ardently believe that the record 
of advertising club achieve- 
ment, the problems to be 
faced, and the plans for the 
future, which they will present 
to their audiences, are pin- 
pointed subjects for confer- 
ence. 

In face of this approach I have 
allotted more time for comment 
and question from the floor than 
has ever so far as I know 
been given in any advertising 
conference. | am confident that it 
will be used _ constructively, 
though equally sure that part of 
it will be used for axe-grinding. 
For the stoppage of the projec- 
tion of personal ends I am 
happy to rely on the shrewd 
judgment of session chairmen. 

Briefly, the advertising clubs 
will be conferring this week-end 
on how to strengthen the adver- 
tising club movement and 
integrate it more _ efficiently 


® Successor to chlorophyll in 
toothpaste in the United 
States is antienzume, a sub- 
stance claimed to cut down 
tooth decay. Vast cam- 
paigns are soon to be 
launched in the American 
press. Early developments 
may be expected here. 


@ New method of marketing 


tobacco pipes is to be tried 
out by a leading manufac- 
turer. The technique will 
include point of sale 
material and direct mail. 


@ The volume of advertising 


placed with all leading 
media for this autumn is 
said to exceed that for any 
comparable period — since 
before the war. 


advertisement 
managers are to urge the 
N.P.A. and Newspaper 
Society to review, in the 
light of the probable advent 
of competitive TV, the rule 


To-morrows 


with top-leve! advertiser interest 
and dominant advertising organi- 
sations, What then, can one en- 
visage as the main topic of con- 
versation which will whisper 
through the halls of Harrogate 
in those inevitable late hours, in 
the final free-for-al| session, in 
the trains, and the cars taking us 
home, when all is over, and in 
our club lives for months to 
come? 

Material and sordid as it may 
seem I can only suggest one 
word-—Money. 

In a leading article in ADVER- 
rISER'’S WEEKLY on September 3, 
the following paragraph ap- 
peared: “Only in return’ for 
service will it” (the Club move- 
ment) “obtain the support it needs 
tu enable it to extend the scope 
of its practical usefulness.” 

Personally, I have been active 
in the advertising club movement 
for more than 20 years, In the 
early days I found it dominated 
by well-paid, ambitious execu- 
tives, who had the time, and the 
money, to give service because it 
was granted by their employers 
who, in turn, considered it good 


barring copy referring to 
commercial broadcast pro- 
grammes. 

@ New soft drink flavoured 
with chocolate is to be 
market tested. 

@® Equipment and techniques 
are being imported from 
America in preparation for 
the testing of “viewership” 
when commercial TV comes 
to Britain. 

® Trend in pack design this 
winter will be towards the 
requirements of self service 
stores. 

® A social study group will 
publish shortly its findings 
on what newspapers and 
magazines are read by 
students in a university city. 

@ Another attempt is to be 
made to overcome obstacles 
to the printing of London 
daily newspaper advertise- 
ments in colour. 


ROUND TABLE 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


(Showcards) 


advertisement for their com- 
panies. 

Even where this opinion ts still 
held to-day, the executives con- 
cerned are under such pressure 
of work that it is all they can 
do and some times more than 
they can do to give spare time 
to the necessary voluntary work 
for organised advertising. Yet 
much of this problem could be 
solved if the clubs could afford 
10 pay for part of the work that 
must be done. In America it is 
sv ~-as we shall hear at Harro- 
gate. The average subscription 
to an American advertising club 
is four or five times the amount 
obtaining in Great Britain. Their 
club budgets not only balance but 
show ample reserves in the bank. 

On the other hand advertising 
in the U.S.A. does not face the 
threats that darken the skies 
above its counterpart in Britain. 
We face a gathering storm of 
abuse, misunderstanding and cal- 
culated misrepresentation. The 
Advertising Association is aware 
of it—but has no money. The 
advertising club movement is 
aware of it but has no money. 

I used to think that all this 
was no concern of the advertiser. 
it was our own affair that is 
to say, it was up to the agencies 
and the media, the folk who 
make their living out of the ad- 
vertiser —-to tackle and solve the 
problem. 

To-day, I am not so sure 
for the threats are directed to 
advertising as a whole; and if 
the enemies succeed in establish 
ing a censorship outside our 
ranks then the handmaiden of 
production, sales and profits will 
cry, too late, ‘Unhand me, vil- 
lain! 

For many years I have told the 
club movement, in the words of 
lago to -Othello““Put money 
in thy purse.” It now appears that 
all parties to all of organised ad- 
vertising must not only say it to 
each other—but do it, and do it 
quickly, Surely, in the whole his- 
tory of British industry there 
was never so wealthy a business 
as advertising that still could not 
find an appropriation to advertise 
itself? 

1 am confident that “Harro- 
gate Again” will make a valuable 
contribution to the solution of 
advertising’s problems. It is my 
fondest hope that the thesis pre- 
sented at Harrogate wil! be turned 
into a practical plan at the 1954 
conference of the Advertising As 
sociation. 
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“READERSHIP”... 


| TATISTICS help to count and classify the is tested by the fireside 


“readers” your money will buy — but when 
you're planning an advertising campaign, you 
also want to know the character of the reader- 
ship you're getting. 

With The Reader's Digest, you know you 
are reaching men and women interested —and 
ready to be interested —in almost anything. 
People whose alertness to new ideas, new 
developments, gives them a certain influence 
on their friends. 

And they are readers. The Reader's Digest is 
edited for readership appeal, not visual appeal. 
(A world sale of over 174 million proves how 
well this formula works.) Each issue is 
designed to be read, browsed over, returned to 
again, passed round the family. 

In such a setting, advertisements have the 
maximum likelihood of being read — not flicked 
over like the pictures in a publication designed 
to be skimmed over with a quick glance. 


ADVERTISER'S WEEKLY 


Circulation guarantee — 850,000 

When you buy space in this magazine-that- 
is-really-read, you not only buy quality of 
readership; you also buy quantity. You buy a 
guaranteed circulation of 850,000. And, because 
The Reader's Digest is very seldom thrown 
away, but kept. passed right round the family 
and then on to friends, you buy a readership of 
44 million.* In fact, you get all the advantages 
of close, attentive readership in the home, plus 
the circulation figures of a mass medium. 

PAGE RATES: Black & white £535. Full colour £625. 

* Buy lines ” —a small-ads. feature with personalized 

selling : £150 per insertion, including production costs, 
(Write to us for further details) 


STATISTICALLY, here’s why The Reader’s Digest is such an excellent “buy” 


IN BLACK-AND-WHITE Jn cost per page per 1,000 readers at rates current on July Ist 1953, The Reader's Digest, 
of all magazines, is the cheapest for reaching: 


Over 4) million readers Over 1} million ABC men Over } a million car owners 
Over 2} million ABC readers Over a million ABC women Over 2} million cigarette smokers 
Over a million AB readers Almost 4 a million AB women Almost } million house owners 


Over 2) million men 


IN FULL COLOUR. Less than 17°, above b'ack and white! Compared with the rates in other magazines, 
see how low the cost per colour page per 1,000 readers is for reaching : 


Cost per colour page 

per thousand readers per thousand readers 
A TOTAL OF A TOTAL OF 
4,520,000 READERS - - - - - - 29 1,910,000 WOMEN - - - - - « - 67 
2,300,000 ABC class men and women - - 5/5 1,360,000 Housewives a oe a ae ee 9/2 
1,090,000 AB class men and women - - 11/6 1,090,000 ““Beauty-conscious’"’ women - - - I16 
1,900,000 Men and women aged 16-34 - - 6/7 580,000 Car owners - - - - = = = 216 
2,520,000 Cigarette smokers - - - - 4/I1 740,000 House owners - - - += = -~ 16/11 


* All readership figures are quoted from the Hulton Readership Survey 1953 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR: 1 ALBEMARLE STREET. LONDON, Wi) GROsvenor 4748 
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In his review of advertising 


COPYTASTER § sees them 


Making 


OWEVER silly his copy 
may be, an advertiser 1s 
always assured of at least one 
constant reader: his nearest 
competitor. Some advertisers 
think far more about him than 
all the rest of them readers 
They can't resist the tempta- 
tron to score off him, even if 
their sly litthe nudges and digs 
mean nothing whatever to any 
body else. It ts like making 
faces in the dark 
Look at this B.D.A. advertise 
ment and you will get the idea 
Ihe headline might refer to any 
kind off old-fashioned cooking, 
from coal ranges to camp fires 
Ags headlines go it strikes one as 
somewhat dull, unconstructive 


Why can't Psleep in my vest? 


ay new Merudiar 


Hayy te gut or 


This delightful advertisement is 
expected to attract ar unusually 
high readership. Many mothers 
will want the booklet 


faces 


the dark 


and even negative. But after the 
headline, the reader's eye will go 
next to the caption below the pic 
ture. And there she finds the sly 
nudge, the little dig. “You can 
have flowers in the kitchen too,” 
it Says, and perhaps one reader in 
50 will realise that this is a refer 
ence to the popular notion that 
gas fires and cookers kill flowers, 
and the corollary that the “old 
fashioned cooking” was by gas 

(Is somebody going to deny 
this? His denial will scarcely be 
believed unless he gives a really 
convincing reason for putting this 
reference to flowers in such a 
valuable spot.) 


Competition between 
nationalised industries 


Most people will agree, I think, 
that this ts all rather unfortunate 
lo buy a halt-page in Radio 
Times and use even a line of it 
to transfer or try to transter 
customers from one nationalised 
industry to another is surely 
short-sighted and = spiteful; and 
to do tt in such a way that only 
the Gas Council and a handful 
of readers will understand it is 
a moonheam from the 
lunacy. 

Quite apart from all that, how 
ever, one asks oneself whethes 
this is a good advertisement, and 
it is hard indeed to say a good 
word for it. The copy ts jam 
packed with selling points, it is 
true, but how deadly dull it al! 
is! 


lar gc? 


One can imagine it being 
read right through only by 
women who are at the moment 


in the throes of making up 
their minds about anew 
cooker, and | doubt if there 


are enough of these to make it 

all worth while 

The photograph—which looks 
as though the women and _ the 
table have been pasted down on 
a photograph of a kitchen—1is 
sadly flat and lacking in contrast, 
and the less than half-hearted 
attempt to get people to collect 
or write for free booklets shows 
great infirmity of purpose 

Finally, and this seems to be 
extremely puzzling, would you 
say that this was an advertisement 
for electric cooking or for elec 
tricity”? 

One can't help wondering 
whether somebody, somewhere. 
said “look here, you can't expect 
the Treasury to feot (or approve) 
the bill for a co-operative cam 
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““§'d never go back fro) Zlactricl*t7 
to old-fashioned cooking now!” 


“THE oven's really ig, with « sie temp atu 
bowing plates beat far queker than I ever exp 4 
variable switches gre perfect he 
to tlow summenng. and ever 

“One great thing about clect cook 
clean! No greasy, wumy wails 
star yo wiy ner few & ner at « 
6 wa ha 

“ ‘ 
No tw sgh eophe 
me ot ens ‘ © 


fer friendly advice and information, go to your 
Plectrieity Shewramns of Service Contre They will be 
have bh 


{so | @ (g2> 
ie 44 
tet et 


nIoITY 
\ a Power of Good 


paien for electric appliances. You 
must make this look like an ad 
vertisement for Electricity or 
voull be in hot water So the 
hapless copywriter had to 
the reader away with a large and 
ingenious but totally irrelevant 
slogan instead Of a concrete sug 
gestion about 
a pity. 

¥ , ¥ 


send 


cookers t seems 


much to be 
free booklet 
Meridian mehtwear and under 
wear for children, and | much 
admired the hall page in 
Picture Post with a charmingly 
unposed photograph o1 a little 
girl in her vest saying “why can't 
I sleep in my vest.” One would 
expect such an advertisement to 
attract an unusually high reader 
ship, and a great many mothers 
will want the booklet 

It seems more than sad, in the 
circumstances, that nowhere can 
find the manufacturer's 
address! 


THERE ts 
offering a 


s tid lor 
about 


one 


ASSUMING that this Dutch 
cheese advertisement is a 
single shot, or part of a briet 
campaign, | give it almost tull 
marks The ace typographers 
have been telling me for years 
that Cooper Black is as dead as 
the dodo, corny, and calculated 
to make any advertisement look 
stuffy and Victorian so much so 


| WNRATIONED ~and 
REASONABLY 
PRICED! 


toan 


Delicious 


DUTCH 
| CHEESE 


More body- building 
protein than beef 


PLENTY IN THE 
SHuPSs NOW! 
HOLLANDS 
FINEST FOOD for 
health and vigour 


i bene _ " ‘| / 7 
__tisunratamed.seanona = 
Make sure you buy real Dutch Chease! 


<0) use a 


High praise iy given to this for 

tvpography and layout But 

what would the “frechand script 
fanciers have made of it 


It is hard to say a good word for 


this advertisement Although 
full of selling points it is deadly 
dull arel few will read it through. 


that | have blushed for my lack 
of taste in suggesting such an 
ignoble face. 

In my tasteless way I think 
that it is the perfect type for 
this headline, and I doubt if a 
single reader will think of it 
as old-fashioned. (For that 
matter I have never imagined 
that one woman in 50 is con- 
sciously aware that there are 
different kinds of type). 

What | like most about the 
advertisement is the layout man’s 
refusal to be defeated by the 
numerous “elements” that had to 
be included. With no less than 
eight headlines or phrases to dis- 
play, together with a panel of 
copy and two photographs he has 
kept the advertisement clean and 
uncrowded without tucking any- 
thing away where it will be out 
of sight and out of mind. 


The agony of 
layout men 


Now that we have seen it done 
it looks easy; but many layout 
men and = typographers would 
weep tears of blood and call on 
Caslon’s ghost to haunt all copy- 
writers if they were confronted 
with the task. Just picture to 
yourself what one of the “free- 
hand script” fanciers would make 
of it! 

My only real regret is that the 
advertiser couldn't resist the line 
about proteins and beef. By in- 
stinct, without a fact to support 
me, | have always believed that 
bald, blind-"em-with-science state- 
ments such as this simply bounce 
off women without any effect (for 
good or bad). If one has not 
space to dramatise them (remem- 
ber Cadbury's “you don't take a 
poached egg and a glass of milk 
to a cup-tie’) to elaborate the 
claim in a convincing way, it is 
much better to leave it out and 
use the space for something 
better 

The photographs here are ex- 
cellent. and the blockmakers have 
done well by them. Among com- 
paratively small advertisements 
(five inches by four), it is one of 


(Continued on page 568) 
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As an advertiser probably you do; if not 
you appeal to men — or perhaps to both. 
Currently engaged on upwards of a 
hundred campaizns, the Roe Organisation is giving 
the benefit of thirty-five years’ experience, 
sound advice and the full co-operation of an 
enthusiastic team. The final presentation 
in any scheme—national, regional or sp: cialist— 
is the result of a background of hard 
work, which we like; but the real appeal 


to us is the appeal of a sales success. 


re : b nT <i 


‘it's ROE advertising that at sells 


F. JOHN ROE LIMITED 
Incorporated Practitioners in Advertising 


7 GROSVENUR STREET, W.. AND W ST. ANN'S SWLARE, MANCHESTER, 2 
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How the new Merchandise Marks 
Act will affect advertisers 


EVE = =Merchandise Marks 

Act, 1953, the main pro- 
visions of which come into 
operation on kebruary 1, 1954, 
presents certain ~— problems 
which will have to be faced by 
all concerned in advertising. 


Ihe main effect of the Act is a 


very great extension of the 
classes of misdescription ot 
merchandise which are a 
criminal offence. 

To discuss whether or not the 
advertising practitioner as such 


can be prosecuted under the Act 
is academic. In theory he prob- 
ably could but in practice it 
would almost certainly be the 
client who would suffer. But ob- 
viously clients are going to expect 
their professional advertising ad- 
visers to guide them through the 
pitfalls of this legislation and an 
advertiser who finds himself in 


By 


the pit may well decide to change 
his guide. 

The first thing to realise is that 
the new Act is merely an exten 
sion of the existing legislation on 
the subject, of which the principal 


Act is the Merchandise Marks 
Act, 1887. 

The 1887 Act makes it an 
offence either: 


(1) To apply a false trade 
description to goods (this 
would probably include its use 
in an advertisement in most 
cases) or 

42) To sell or expose for 
sale or to possess for sale or 
any purpose of trade or 
manufacture goods to which a 
false trade description — has 
been applied. 

The expression “trade descrip- 
tion,” which is used throughout 
the Acts has a special and rather 
restricted meaning. The 1887 


than 
force in 


Mort 


now in 
Counties within a year of the opening of the 
Wenvoe Station. 
“The growth of television, particularly in South 


ales, has exceeded ¢ 


the Post Office. 


100,000 television 
Wales 


ill 
“Apparently South Wales is 


licences are 


and the Border 


expectations,” states 


going in for television viewing on a far more 


than 
the 


scale 
with 


intensive 
country, 


anywhere else in 
exception, 


the 


possibly, of 


London and Birmingham.” 


Undoubtedly the best medium to reach 
this market is the— 


WESTERN 


MAIL 


Wales’s National Daily 


HEAD OFFICE, CARDIFF Tel. 33022 
Advertisement Manager, ROBERT H. HARRISON 
LONDON OFFICE, 176 FLEET STREET, E.C.4 


Manager, GEORGE J. STUDD, Tel. Centra! 4691 


A LEGAL EXPERT 


Act defines it as “any descrip- 
tion, statement or other indica- 
tion direct or indirect, 

(a) as to the number, quan- 
lity, measure, gauge, or weight 
vf any goods or 

(b) as to the place or 
country in which any goods 
were made or produced or 

(c) as to the mode of manu- 


facturing or producing any 
goods or 
(d) as to the material of 


which any goods are composedor 
(e) as to any goods being the 

subject of any existing patent, 

privilege, or copyright.” 

In addition the application of 
anything which suggests that the 
goods are “the manufacture or 
merchandise of some _ person 
other than the person whose 
manufacture or merchandise they 
really are” is forbidden. 

Thus under the present law it 
is an offence falsely to mark or 
advertise goods as “4 lb. nett,” 
“Made in England,” “Sheffield 
made,” “Hand made,” “Matured 
seven years in cask,” “Pure wool,” 
or “Patented.” But the definition 
does not extend to claims as to 
performance of quality. 


Field greatly widened 


When the new Act comes into 
force, however, the definition of 
“trade description” will be ex- 
tended to include statements as to 

“(aa) The standard of quality 

of any goods according to a 

classification commonly used 

or recognised in the trade” or 

(and far more important) 


“(ab) the fitness for purpose, 


strength, performance, or be- 

haviour of any goods.” 

This obviously widens the field 
enormously and includes the type 
of claim which in fact modern 
advertisers most frequently make 
for their goods—such claims as 
that the goods are “unbreakable,” 
“fadeless,” “heat-resisting,” that 
they “dont damage delicate 
fabrics,” that they are “non- 
poisonous,” “rustless,” or “un- 
shrinkable.” that they do not 
obstruct ultra-violet rays, or that 
they kill offensive smells in five 
minutes, 

Such claims as these, which the 
earlier Acts did not treat as trade 
descriptions at all, will be within 
the definition from February 1! 
and advertisers who make them 
must make sure they are accurate 
or risk a prosecution. 

The second important change 
is in the definition of “false” 
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trade description, In the 1887 
Act this is defined as “false in a 
material respect as regards the 
goods to which it is applied.” The 
new Act alters this to “false or 
misleading in a material respect.” 

This is an even more radical 
change since clearly very many 
descriptions tend to mislead 
readers which could not possibly 
be proved to be “false.” To take 
an example which was cited in 
the House of Commons when the 
new Act was being debated, to 
mark a dress “half what you 
would usually pay for an all-wool 
garment,” when the dress is not 
in fact pure wool or anything like 
it, may not be a false statement 
but it is clearly going to mislead 
the unwary, It is this type of trick 
(and it is not hard to think of 
many like it) which the addition 
of the word “misleading” is in- 
tended to catch. 


A matter of calculation 


But this is not all. The new 
Act takes things a stage further 
and provides that a trade descrip- 
tion Is to be treated as false even 
if it is true on the face of it if it 
is “calculated” (i.e, likely) to be 
mistaken for a false or mislead- 
ing description. Thus stockings 
might be described as NYLON- 
spliced (as has been done) or a 
vacuum flask as BRITISH MADE 
and then in small type in another 
place “foreign inners” (as has also 
been done). In each case the 
trade description taken as a 
whole is a true one but it is ob- 
viously “calculated” to be mis- 
taken for a false statement and 
so comes within the terms of the 
new Act. 

Finally something which is not 
a trade description at all is to 
come within the definition if it is 
calculated to be mistaken for one. 
This deals with the use of phrases 
which though meaningless in 
themselves are likely to be mis- 
taken for description of the 
goods, For example to advertise 
stockings as “full of fashion” 1s 
nei a trade description at all but 
since it is likely to be mistaken 
for “fully-fashioned,” which of 
course is, it might be an offence 
to apply it to stockings which 
were not in fact fully-fashioned. 
This rule also hits at deceptive 
get-up in advertisements or pack- 
aging. It might for example catch 
a trader who sold his outstand- 
ingly non-Scotch whisky in bottles 
with tartan labels and pictures of 
highland cattle’ or marked his 
machine-made imported tweeds 
with a map of the Hebrides. 

To keep within the terms of 
the Act it is not enough for the 
advertiser to be honest. This 
type of legislation is apt and in- 
deed intended to catch not only 
the dishonest but the careless. It 
is proved by the 1887 Act that if 
anyone is charged with applying 
a false trade description to goods 
it shall be a defence for him to 
prove that he acted “without in- 
tent to defraud.” 

The interpretation the courts 
have put on this section however 
makes it clear that to succeed it 
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IF THE SLIGHTLY HARASSED PRINT 
MANAGER propping up the bar last week in 
a well-known tavern, who was heard to suggest 
that leals of craftsmanship were on the wane, 
that good photo-litho printing and reliable 
delivery dates were hard to come by, and that 
Standards of service were not all they might 
be—if the gentleman in question will step round 
to Charles and Read in Chancery Lane he will 


hear something greatly to his advantage. 


Printers by photo-litho-offset 


crw 


27 CHANCERY LANE, LONDON, W.c.2. 
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® The new Merchandise Act—continued 


is not enough for the accused to 
show that he acted without any 
intention of cheating anyone; he 
must prove that he did not in- 
tentionally do the act forbidden 
by the statute that is to say ap- 
ply that description to those 
goods, In fact it appears to be 
restricted to cases of genuine 
accident or mistake. 


Test is ordinary meaning 

The test to be applied when 
deciding whether any particular 
description is false or misleading 
or not is “what is the ordinary 
meaning of the words” or “how 
will they be understood by the 
ordinary rson who reads 
them?” It is no defence that the 
description was one which was 
commonly used in the trade. This 
was strikingly shown in a case in 
which the defendant was charged 
with selling goods to which a false 
trade description had been ap- 
plied. He had sold a synthetic 
preparation in bottles labelled 
“non-brewed vinegar.” Not only 
was this a description well known 
in the trade for that particular 
substance but the actual labels 
had been submitted to the 
Ministry of Food and approved. 
Nevertheless the magistrate held 
that the substance was not vine- 
gar and the defendant was con- 
victed. 

The Act does not and is not 
intended to affect mere advertisers’ 
“puffs.” Claims that “Beer is best” 
or that pills “are worth a guinea 
a box” are not and could not be 
mistaken for trade descriptions. 
It is only when a false impression 
is conveyed as to matters of fact 
that the Act comes into opera- 
tion, 

An important proviso in the 
Act is that it will not be an 
offence to use a trade mark 
registered or in use before July 
31, 1953, even though it might 
otherwise be a false trade 


description. 

Thus for example no one will 
be able to prosecute the proprie- 
tor of Veno’s Lightning Cough 
Cure on the grounds the cure 
takes somewhat longer than a 
flash of lightning. 

There is of course a good deal 
of legislation which regulates the 
description of various particular 
classes of goods—such as food 
and drugs or non-inflammable 
fabrics. This is generally well 
known to advertisers in the par- 
ticular trade. The Merchandise 
Marks Act provisions, however, 
apply to all goods whether the 
subject of special legislation or not 
and many advertisers probabl 
have only the scantiest idea o 
their effect. A prosecution may be 
brought by the Board of Trade, 
Local Authorities, or any asso- 
ciation or private individual. In 
view of the penalties which may 
be imposed—they are in the 
magistrates court: £100 fine or 4 
months for the first offence, £250 
or 6 months thereafter; in trial 
by jury: an unlimited fine or 2 
years or both—it will be worth 
taking some trouble to ensure 
that advertisements do not offend 
against the Act. 


Questions to answer 


It is suggested that anyone re- 
sponsible for copy should apply 
the following tests: 

Does it contain any trade de- 
scriptions (as defined above)? 

If so are any of them false 
or misleading, to the ordinary 
reader? 

Is there anything in the copy 
or makeup which is liable to 
be mistaken for a false or mis- 
leading trade description? 

If a satisfactory answer can be 
given to these questions (and no 
doubt in the vast majority of 
cases this will be so), the adver- 
peng has nothing to fear from the 

ct. 


® REVIEW OF ADVERTISING—continued 


las Ce 


the strongest I have seen for a 
long time. 


* * * 
THe reader who found this 
fishing tackle advertisement 


says: Be careful how you taste 
this one; if the hooks don't get 
you the layour will! 

As a matter of fact it has! 1 
can’t remember having ever seen 
such a horrifically hideous adver- 
tisement, yet I imagine that every 
reader of the Anglers’ World must 
have read it and might even have 
remembered the products’ names 
if they had been legible. 

The ugliness seems almost 
satanic and one cannot imagine 
how an artist would even begin, 
for example, to produce the 
nightmare in the top left-hand 
corner. 

* * * 


To my anthology of advertis- 
ing verse I am adding this: 
Every day millions say “we pre- 


- PHONE HOLBORN 2882 


fer hand-made cigarettes—the 
Rizla way.” 


A reader sent this advertisement 
1o Copytaster thinking that it 
might be more than he could 
swallow. The verdict is that 


though “horrifically hideous’ it 

does insist upon being read. The 

top left-hand corner has, however, 
stuck in the throat. 
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IN THE MANAGER’S OFFICE... 


... Production is planned, decisions are made 


THE TALK is of rising labour costs and falling prices, 
of bigger output and increased mechanisation, 

of new methods and modern equipment. 

Can they afford to scrap the old equipment 

and install the new? 

Or rather . . . Can they afford not to? 


Never before has the manager had available 
such good tools and so many of them 
to help solve these problems. 


ON THE MANAGER’S DESK... 


+++ “MINE AND QUARRY ENGINEERING” is relied upon 
to keep him informed of new methods of production 
and the latest technical progress. 

When he buys new plant and equipment 

its advertisement pages exert a continuous influence 
and act as a persistent reminder. 


MINE & QUARRY ENGINEERING | 


33 TOTHILL STREET . LONDON ; $.W.1 Telephone: WHItehall 9233 
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An article to start an argument 


[ is my simple belief that 
of all the functions an ad- 
vertising agency performs, the 
most important is the produc- 
tion of advertisements. It 
seems to me, therefore, that it 
is upon the men who plan, 
write and design advertising 
that the quality of an agency 
largely depends. 

And yet, from the general 
set-up of the agency business 
you would hardly think so. 

In quite a number of adver- 
tising agencies, the account 
executive occupies a far more 
important position than the 
creative people. He does so 
by virtue of the fact that he is 
“contact” with the client. He 
has to dress—and maybe 
drink—the part. Because the 
client sometimes comes to see 
him, the executive has to be 
impressively housed. He enjoys 
the agency “front.” And thus 
he has built up for himself the 
many amenities because he 
gives the appearance of being 
a key figure, sometimes with 
hardly enough knowledge to 
scrape through the 1.1.P.A. 
intermediate exam. 

If we are to be frank, it must 
be admitted that the agency busi- 
ness has always been obsessed 
with the getting and holding of 
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The aceount executive 


is not the boss 


business, and it is this more than 
any other factor that bedevils our 
attempts to claim professional 
status. One cannot imagine a 
firm of lawyers or chartered 
accountants where some of the 
partners had only a tenuous grasp 
of the law or of accountancy but 
had a marked capacity for getting 
on with people at golf clubs and 
qocktail parties. Yet we are 
bound to conclude that these are 
the main qualifications of some of 
the men who have become direc- 
tors of advertising agencies, 
because we look in vain for any 
other skill. 

Now, I am far from saying that 
account executives are all like 
this. Some of them have a wide 
knowledge of the whole advertis- 
ing Operation because they have 
been through it all themselves. 
Some of them can write good 


HOWARD WADMAN, creative controller, Greenlys Ltd., sets 
the cat among the pigeons by his assessment of the rightful 


place of the account executive in the modern agency. 


He 


comes in all along the route, writes Mr. Wadman, but it is 
upon the men who plan, write and design advertising that the 
quality of en agency largely depends. 


copy, talk sense to a printer, and 
tell you, off the cuff, how much it 
will cost to cover the Midlands 
with posters. In the smaller agen- 
cies there are redoubtable charac- 
ters who can take a turn at every 
job in the place and make a good 
fist of it. More power to their 
elbows. 

Nevertheless, it is not, in my 
Opinion, good agency practice 
for the account executive to 
become a manager in petto who 
gives instructions as to. the 
kind of advertising he or the 


client wants. There was a 
dangerous tendency, which | 
think most of the front rank 
agencies have now checked, for 
the executives to tell the crea- 
tive people not only what to do 
but how to do it. Under that 
regime, the other departments 
of an agency merely “serviced” 
the executives. 

The creative department  be- 
came back-room boys, cut off 
from the realities of a marketing 
situation and from all true res- 
ponsibility. More perilous. still 


ap 


“Miwete OF THE 
avoir suatau 
oF cracuLarioms 


Specimen copies and rates from — 


accessories. 


® Industrizs 
Export 


An electrical engineering journal 
— mainly for export! 


Established in 1901 as “Electrical Industries”, this monthiy technical 
journal is now being developed as an export publication for the 
electrical engineering industry. The circulation has been very 

greatly increased, both at home and overseas, to 10,000 copies 
per issue, of which 25% cover the United Kingdom and 75% 
all countries abroad. Readership is confined—exclusively—to the 
leading buyers of electrical plant, equipment, appliances and 

Completely new technical and commercial editorial 

sections have been added to emphasise the export appeal of the 
journal, which is now printed in English and Spanish. A full range 

of free services is available, including the forwarding of buying 
enquiries from our readers, and the free translation of commercial letters 
into English from French, Spanish, Portuguese, German and _ Italian. 


6 Cavendish Place, London, W.1. LAN 4204 
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FOR 


ADVERTISER'S WEEKLY 
CAMPAIGN 


YOUR NEXT MARKETING 


that cannot & 


96% COVERAGE can be affected in the main towns and cities 
O in any one area or throughout the country by house-to- 
house distribution. They're your mass markets. House-to-house distri- 
bution covers them completely. 


No other medium reaches so many homes so thoroughly. Again and 
again you'll find house-to-house distribution playing a decisive part in 
the successful marketing campaigns of prominent national advertisers; 
using circulars, samples, or coupon vouchers. 


Only recently, one advertiser committed a major part of an appropria- 
tion for a new product for the distribution of millions of redemption 
vouchers. 


Circular Distributors Limited were chosen to handle it. . . 


Why? Firstly, their’s is the largest Secondly, distribution by Circular 
organization of its kind, employ- Distributors is always under very 
ing 6,000 distributors. They can _ strict control. This has been 
blanket the entire country in four achieved by detailed planning, 
weeks at one third the cost of — close supervision, constant checks 
posting. and daily team reports. These 
factors have eliminated dumping. 


In your next campaign use house-to-house distribution through 
Circular Distributors. A free booklet will be sent on request giving 
full details of the organisation, lists of all major towns and cities im 
the country, and the approximate quantities of circulars required to 
cover each area. 


CIRCULAR DISTRIBUTORS LTD 


21 LEIGH STREET, LIVERPOOL Phone: Royal 8861 
MADDOX HOUSE 215/221 REGENT ST. W.1. Phone: Regent 1081 
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to save 
money 
on buying © 
good 
print... 
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Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That’s why 
we can quote a keen price 
and still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels e Box tops 
Fancy cartons e Showcards e Calendars etc. 


We are particularly well-equipped for long 
runs and repetition work. 


Pesce, 


THREE TYPES 


METCRAFT: Real metal, 
heavily embossed. Bronze, 
copper, aluminium or col- 
oured. Stick-on or tie-on. 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour, Your 
requirements for size and 
design can usually be met. 


* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 


ee 
ervey, 


A HUNDRED OR TEN MILLION 


WOO renan avon 


a 


Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 


29 LUDGATE HILL - LONDON - EC4: CITY 7357 
55 MARKET STREET - MANCHESTER 3° BLACKFRIARS 4874 


Article to start an argument—continued 
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for the soundness of agency 
structure, an executive could hog 
the prestige of the whole agency's 
work and was able, on occasion, 
to walk off to another agency 
with the account in his pocket. 
Every aspect of that set-up is bad, 
but 1 am concerned now with the 
status and function of the crea- 
tive department. 

A first-rate campaign is the 

roduct of a lot of people work- 
ing together in close concert. If 
ap agency is to be taken seriously, 
and if its advice is to have the 
weight and objectivity of pro- 
fessional counsel, then any 
scheme it proposes should go for- 
ward as the total result of the 
agency's thinking. This requires 
that no department shall be dic- 
tated to, but that each, with full 
recourse to al! available data, has 
contributed its specia] knowledge, 
and that a policy has been ham- 
mered out in free discussion. 

I don't say that this is always 
possible; I do say that it is always 
to be aimed at. 

At least the creative chief 
should be brought in very early 
in the planning stage. It is not 
only that the nature and style of 
the advertising message to be 
given are of primary importance, 
but that they may well influence 
the choice of media and size of 
spaces jn those media. Do we 
need colour pages? It is surely 
germane to the issue to know if 
the art director can get the effect 
he wants without them. If the 
decision is between a few large 
spaces Or many small ones, it is 
the copy people who are most 
likely to feel in their bones 
whether the story is going to need 
long copy or short 


Should be recognised 
at the planning stage 


What I am trying to say is that 
marketing policy, schedule build- 
ing and the evolution of a crea- 
tive theme overlap, and this 
ought to be recognised at the 
planning stage. We are trying 
to do that at Greenlys. The 
marketing manager, Mr, Under- 
wood Thompson and myself 
work in the same room. I read 
his reports as they are drafted: 
he watches the first bashes of 
copy and layout as they come to 
my desk from the creative 
groups. We accept criticism 
from each other and modify our 
work accordingly, for the simple 
reason that our jobs are different 
parts of the same exercise—to 
make an advertising scheme that 
ticks. 

Agency people should check in 
themselves the very natural 
“trade union” attitude to the 
trespass of one craft upon 
another. The last word on copy 
must be with the copy chief, and 
the last word on the schedule 
with the executive or the media 
people, but all sorts of useful 
intermediate words can be put in 
by others who are working on the 
same problem. 


There is a silly, old-fashioned 


idea that writers and designers 
are unpractical and “difficult,” 
but the fact is they are perfectly 
reasonable so jong as they know 
what is happening and why. They 
should always be exposed to the 
facts about the product and the 
lmarket. Creative people only 
become _ temperamental and 
“artistic’ when they are segre- 
gated in watertight compart- 
ments. They only complain 
about the smallness of the spaces 
they are to fill when they haven't 
watched the money being 
stretched this way and that to 
build the schedule. They only 
moan about alterations to their 
work when they are absorbed in 
their own problem and not the 
problem facing the client, 


Copywriters making 
New York come-back 


To judge by a recent report, it 
seems that in a few significant 
cases the copywriter is coming 
back into his own in New York 
to-day. Advertising built to a 
Starch-fed formula by anony- 
mous hacks begins to be suspect, 
and sophisticated advertising 
managers are beginning to ask 
for copywriters by name. They 
have even shifted their accounts 
because they want their adver- 
lisements produced by specific 
writers, and they want to talk to 
those writers and not to the army 
of middlemen who have grown 
up in the last thirty years. 

It may well be that a number of 
British clients will in the next few 
years tire of the machine-made 
advertising schemes that result 
from the present set-up. There 
may be a renewed demand for 
copy which reads as though it 
has been written by human 
beings and not by a kind of 
comptometer. But copy of that 
kind will only be passed where a 
close understanding exists be- 
tween writer and client, or alter- 
natively where the contact man 
between them has himself a keen 
interest in good creative work and 
something like a passionate deter- 
mination to see it “go through.” 


Account executive 
is the trouble shooter 


I hope it will not be inferred 
from all this that the account 
executive has no place in my 
scheme of things. He has a big 
place; in fact he comes in all 
along the route. The executive is 
the chap who gets the vital in- 
formation on which all creative 
work must be built. He is the 
collator of the agency’s work, the 
moderator of opposing view- 
points; he is the trouble shooter, 
and in the great majority of 
matters he must remain in contact 
with client. 

What he is not is boss. Nor is 
he, in my view, all that the client 
should ever see of the agency. 

(P.S.: I have shown the script 
of this article to our executives 
and we are still speaking.) 
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O 


Mr. Bensons 


oT , : 
HE drafting of good ‘selling copy’, and 
its arrangement in the best available display, are 


prominent features of the business conducted in on 
ee “WISDOM IN ADVERTISING" 
MR " . published by Samuel Herbert Benson 

. BENSON’S offices. Advertisements should in 1901, cight years after he first opened 
. ‘ his offices as an Advertisers’ Agent on 
give information and argument. shila Seprember, 1095. 


: . Since 1909 the offices of S. H. Benson Ltd. 
““MR. BENSON has no personal interest in any have been at Kinysway Hall, London,W.C.2. 


publication; he does not prepare schemes in 
189 3 1953 


competition with other Agents, nor does he 


divide his commission with his clients.” 
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PRE-EMINENT IN THE 
LOCAL GOVERNMENT 
FIELD 


6P' YEAR OF PUBLICATION 


The 


MUNICIPAL JOURNAL 
3 CLEMENTS INN 


1/6 Every Friday 
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No only are the building, 
constructional engineering 
and allied industries and pro- 
fessions working at full capa- 
city, with greater freedom from 
restriction and control than at 
any time since the war, but 
their future holds promise of 
steady expansion. 

In every sphere there is still 


much wartime leeway to 
made up. New methods, new 
materials, new equipment are 


coming into use. Better “tooling” 
of the industry, now well under 
way. will ensure better and 
more rapid production at lower 
cost. Though work is still liable 
to be hampered by shortages of 
some building materials there is 
every hope that this problem will 
be progressively solved. 

This dynamic situation is al- 
ready reflected in a_ bigger 
demand for advertising space in 
many of the journals covering the 
building, constructional  engin- 
eering and associated fields. And 
the demand is likely to grow. 


Quickened pace of 
housing programme 


Factors to be taken into 
account in assessing the present 
and prospective position of these 
industries, and thus the impor- 
tance of their specialised press as 
a medium for advertising, include 
the following: 

Successful acceleration of 
the housing programme by the 
present government. 

Blitzed cities are receiving a 
greater allocation of capital 
authorisation for re-building, 
and most of them are making 
considerable progress. 

Acceleration of development 
in the “new towns.” 

Plans by the L.CC. 
other large Corporations 
extending smaller 
their area to 


and 
for 
towns in 
accommodate 


their “overspill” populations. 
School 


building will not 


The Architect and Building News 


catch up with requirements for 
many years. 


Many important public 
works, such as highways, sew- 
age and water undertakings, 
are urgently needed, and must 
be undertaken as soon as the 
Government is prepared to 
authorise the capital expendi- 
ture. 

The Government's present 
policy allows increased scope 
for private building of indus 
trial and commercial premises. 


Factors influencing 
advertising space demand 


Thus there is no lack of need 
for the services of the building 
and allied industries, nor will 
there be for many years to come. 
Factors limiting the rate of ex 
pansion will be those other than 
demand. These include avail- 
ability of materials and labour, 
and, more important. still, the 
degree to which improvement in 
the country’s financial position 
justifies further relaxation of 
Governmental _ restrictions on 
capital expenditure both by pub 
lic and private bodies. 

Demand for advertising space 
in specialised and technical 
journals is* determined, how- 
ever, less by expansion in the 
volume of work heing under 
taken than by changes in tech- 
niques, in materials and in 
standards. Many such changes 
have taken place and many 
more are coming. 

New requirements call for new 
wavs of meeting them, but these 
new wavs must be made known 
before they can be adopted. The 
service advertising renders is to 
make them known. and to explain 
their uses. Architects, builders, 
engineers, rely to a large extent 
on their professional and tech- 
nical journals to give them this 
information, through their ad- 
vertisement and their editorial 
columns. 

The post-war era has been 


Building trades’ expansion 


encourages advertising 


characterised by higher standards 
of occupational comfort, such as 
can be provided, for example, by 
modern heating, ventilating and 
air conditioning services. ‘These 
new techniques provide a wide 
field of development for designers 
of new buildings and encourage 
progressive manufacturers and 
suppliers to market their equip- 


ment through the appropriate 
specialist journals 
Another important new field 


has been opened up by the intro- 
duction of colour into the in- 
terior decoration of factories, 
workshops, offices and schools, 


adopted new methods of con- 
struction and new materials. The 
manufacturers of and dealers in 
plant, equipment and materials 
have found it necessary to adver- 
tise extensively in the specialised 
journals They will doubtless 
continue to do so 

All these changes mean, too, 
that the industries turn more and 
more to their own technical press 
for information and guidance, so 
that the standing of the principal 
journals in the field has never 
been higher than it is to-day. 

In the plumbing industry, the 
position differs somewhat, but 
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building industry are demanding bigger advertising space in 
the many journals covering the relevant fields. 

freedom from restriction and control than at any time since 
the war the future of the building, constructional, engineering 
and allied industries holds promise of steady future expansion. 
On this page we give the result of our inquiry into the back- 
ground of present building operations. 
out facts about the specialised press serving the building and 

allied industries and professions. 


Working now at full capacity the several sections of the 


Ft el el el 


With greater 


Subsequent pages set 


This trend arose largely from the 
revolt of workers against the 
drabness of old-fashioned places 
of work by comparison with the 
lightness and cheerfulness of the 
new factories erected during the 
war Employers realised that 
people worked better in cheerful 
surroundings, and that the taste- 


ful use of light and colour was 
the answer. The big firms pre- 
viously engaged on camouflage 
thus found a new outlet, and 
many smaller decorating firms 
also benefited 

A new development has also 
been the increased use of colour 
for identification purposes—for 


instance, to pick out parts of a 
machine or to distinguish different 
kinds of pipe 

At the same time, to increase 
output and to cut costs, the in- 
dustry has gone in for mechanisa- 
tion in a big way, and has 


ttm Se ee 
here again there is a tendency for 
manufacturers of plumbing re 
quisites to advertise more freely 


While new building work has 
increased, the amount of main- 
tenance work being undertaken 
has shrunk This has hit some 
of the smaller firms, who have 
thus reduced their buying of 


materials, Suppliers and manu 
facturers in this field, faced with 
a “buyers’ market” are thus more 
inclined to advertise than when 
their order books were full 
The plumber is a worker in 
metals, to-day freed from many 
restrictions and in much better 
supply. He now has the choice 


of lead, copper, steel, iron and 
even plastic. Competition among 
metal suppliers following free- 


dom in trading is likely to in- 
crease advertising addressed to 
plumbing and sanitary engineers. 
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The specialised technical monthly journal dealing 
with all aspects of heating, air-conditioning and 
ventilation for INDUSTRIAL Works, Institutions 
and Public Buildings, etc. ; 


Regularly read by: 
HEATING ENGINEERS, CONSULTING ENGINEERS, 
INDUSTRIAL ENGINEERS AND EXECUTIVES, 
ARCHITECTS, etc. 


By reason of its quality editorial, THE INDUSTRIAL 
. EATING ENGINEER reaches all who are respon- 
sible for the design, installation, operation and 
maintenance of plant in this specialised field of 
engineering. 


JOHN D. TROUP LTD. 


90 HIGH HOLBORN, LONDON, W.C.! 
Phone: CHAncery 7856/7/8 


Publishers of 
THE STEAM ENGINEER 
THE INDUSTRIAL HEATING ENGINEER 


For Municipal Public Works 
and 


Building Trade Advertisers 


“The Surveyor and Municipal and County Engineer” deals 
authoritatively with all phases of municipal engineering 
including Road and Bridge Construction, Sewerage and 
Sewage Disposal, Water Supply, Housing, Public 
Lighting, Refuse Collection and Disposal, Street 
Cleansing and Mechanical Transport. Established more 
than 60 years, it enjoys an unrivalled circulation amongst 
the Engineering Officials of Local Authorities and 
Government Departments, Consultants, Public Works 
Contractors and Builders, both at Home and Overseas. 
Published every Saturday, Price 1/- 

Annual Subscription 56/- Inland and Abroad 


Advertising manager: A. Caldwell, 

The Surveyor and Municipal and County Engineer, 
Carlisle House, 8 Southampton Row, London WC1 
Telephone: Holborn 0452/3. 

Telegrams: Municipium, Westcent, London. 
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Rising circulations add 


new prestige to the 


building trades press 


WITH changes in building 


and civil engineering 
practice the trade press cover- 
ing the field has assumed an 
increasingly important role. 
The industry is turning more 
and more to the relevant trade 
journals for information and 
guidance and it is almost cer- 
tainly the case that the standing 
of these publications has never 
been higher. 

This increased readership and 
prestige has of course conditioned 
advertising policy and many firms 
are tending to use their trade 
journals to a greater extent. 

The destruction caused by the 
last war left the loca] authorities 
of this country with a construc- 
tional problem of the first magni- 
tude and it is still far from solu- 
tion. Quite apart from the needs 
of housing it is likely that the 
severe need for new schools will 
remain partially unsatisfied for 
many years. To be sure local 
authorities will be deeply involved 
in building affairs for a very long 
time. The Municipal Journal is 
the only technical paper catering 
for every department of local 
government and the full title of 
the publication gives an indication 
of the full extent of its coverage: 
The Municipal Journal, Public 
Works Engineer and Contractors’ 
Guide. 


Higher priority prospect 


In addition to the housing, 
sium clearance and school build- 
ing programmes there are other 
urgent constructional projects 
facing loca] authorities — high- 
wavs, sewerage and water under- 
takings. As extra money becomes 
available to local and central 
government exchequers the pri- 
ority at present given to such 
work will be raised. The reader- 
ship of Municipal Engineering 
Sanitary Record and Municipal 
Motor, consisting as it does of 
sanitary inspectors, engineers. 
surveyors and other technical 
officers from this broad section of 
local government service, estab- 
lishes that publication as one of 
significance. 

The certified circulation of the 
Journal of the Institution of 
Municipal Engineers is a little 
above 8,000 copies a month. Cir- 
culation is slowly rising. Reader- 
ship consists of more than 95 per 
cent of the chief municipal and 
county engineers and survevors 
and their qualified staffs through- 
out the United Kingdom. Copies 


also go overseas to some 47 
countries, 

The journal's field of concern 
is very wide and in addition to 
featuring articles on housing and 
town planning, regular attention 
is paid to such matters as road 
construction, bridges, sea de- 
fences, street lighting, river pol- 
lution, and law and administra- 
tion relating thereto. Other 
regular features include notes on 
new equipment and a monthly 
index of official circulars. 

Much the same field is covered 
by the Contractors’ Record and 
Municipal Enginering which re- 
views in its columns the activities 
of contractors’ and municipal 
officers’ associations. 


Publication of reports 


The Municipal Review is nearly 
23 years old and the trend of 
sales revealed since the publica- 
tion joined the Audit Bureau of 
Circulations in 1949, has been 
steadily upwards being now 8,817 
(by post only). Copies go to all 
municipal corporations in Eng- 
land and Wales. There are two 
parts The “outer” skin carries 
articles of interest to all 
local government officers and 
elected representatives while the 
supplement, or second part, con- 
sists of reports of committees of 
the Association of Municipal Cor- 
porations. 

All branches of municipal en- 
as-¥ lay work, including the 

uilding of houses and schools, 
the construction of roads and 
bridges, water supply, public 
lighting and sewerage, fall with- 
in the editorial province of the 
Survevor and Municipal and 
County Engineer. There is an 
estimated weekly circulation of 
between five and six thousand 
and the trend is to increase the 
readership in the building field 
and overseas. 

The trend of circulation of 
Official Architecture and Planning 
is continuing upwards. Described 
as a monthly journal “ for 
all interested in civic. design, 
whether as official architects. pri- 
vate architects, planning officers, 
or consultants.” it has a dis- 
tinguished honorary architectural 
advisory committee concerned to 
provide subscribers with particu- 
lars of new techniques. 

One thousand quantity § sur- 
veyors and 1,500 building and 
maintenance surveyors are among 
the readers of the Parthenon ac- 
cording to a reader analvsis 
which records that this monthly 
is also taken by 1,500 architects. 
All these readers are members 
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FOUNDED IN 1874 


THE TECHNICAL WEEKLY READ 
BY ENGINEERS AND SURVEYORS, 
PUBLIC HEALTH OFFICIALS AND 
CLEANSING OFFICERS IN LOCAL 
GOVERNMENT SERVICE 


MUNICIPAL ENGINEERING 


4 CLEMENTS INN 
LONDON, W.C.2 


1/- Every Friday 
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Building and Architectural Press Survey—continued 


of the Incorporated Association 
of Architects and Surveyors and 
most are concerned in writing the 
a document of the 
greatest importance to suppliers. 
pages of the 
Journal contain two 
features claimed by the publishers 
in architectural 
journalism, Firstly the “Informa- 
regular feature 
consisting of a series of digests 
of all technical information pub- 
lished in this country and abroad 
which might be of help to the 
architect in his practice. Secondly, 
“Information Sheets,” a tear-out 
series Of sheets giving technical 
information and 
details of manufacturers’ products. 
publication 
is 
widely quoted in the architectural 
Rach year two or three 
published 
devoted to some single aspect of 
During the last two 
years these have included surveys 
on canteen design and dry rot 

Now in its 75th vear, the Con 
tract Journal, published by the 
Contract Journal Company Ltd., 
has a paid circulation of approxi- 
nearly double the 


specification 


The editorial 
Architects’ 
to be unique 


tion Centre,” a 


and planning 


Additionally, this 
runs a critical column which 


world. 


special numbers are 


architecture. 


mately 10,000 


pre-war figure. 
is that the 


ority engineers and 


ing consultants 


gives details of 


The estimation 
readership numbers 
some 50,000 composed of build- 
ing and civil engineering contrac- 
tors, sub-contractors, loca] auth- 
surveyors, 
suppliers of plant and materials, 
and the more pmportant engineer- 
and architects. 
One section of the publication 
forthcoming 
work, tenders asked for by local 


authorities, etc., together with the 


results of tenders. 


the chief section of the journal. 


accepted. 


Next year the 


centenary. 


Official 
Architecture 
and Planning 


* 


The Monthly Journal 

for Official, Staff and 
Private Architects 

and Planning Officers 


* 


63 NEAL STREET 
LONDON, W.C.2 


TEMPLE BAR 9304-§ 


dustry —the practising 
the surveyor and the 
contractor Up-to-the 


opments in finishes, 
plant, and factory processes. 


Buildine Weekly 
and still rising. 
may be bought at 


it also circulates abroad. 
future 


developments 


both 


also freely covered 


This informa- 
tion results in many readers ob- 
taining orders and the feature as 
a whole undoubtedly constitutes 


A quarterly journal the British 
Constructional Engineer is also 
published by the same company. 
This has a circulation of about 
8,000 of which 7,500 go abroad. 
Published exclusively to promote 
the interests of the British build- 
ing and civil engineering industry, 
advertisements for foreign manu- 
factured equipment, etc., are not 


Architect and 
Building News will celebrate its 
Published weekly by 
lliffe & Sons Ltd.. the aim is to 
provide the highest possible stan- 
dard of technical information for 
all members of the building in- 
architect, 
building 

minute 
surveys of building design and 
construction are provided along 
with reviews of the latest devel- 
services, 


Paid circulation (guaranteed) of 
Labour News, Public Works and 

is over 26,000 
This publication 
newsagents 
throughout the United Kingdom 
and the Republic of Treland and 
The 
direct subscription list is said to 
contain the names of practically 
all the largest contractors and the 
primary function of this publica- 
tion is to advise the trade of 
at 
home and abroad. The activities 
of the various trade associations, 
federations, and trade unions are 


PUBLIC,WORKS 


BUILDING WEEKLY 


26,000 COPIES SOLD WEEKLY 


To: Contractors, Builders, Municipal 
Officials and Civil Engineers. Rates 
on application to M. C. Broadbridge, 
LABOUR NEWS, 69 Fleet St., 
London, E.C.4. ’Phone CEN 1328 


The trend and type of reader- 
ship is among building and civil 
engineering contractors, manufac- 
turers, merchants, architects, con- 
sulting engineers, surveyors, muni- 
cipal authorities and the higher 
type of building and civil engin- 
eering personnel (general fore- 
men, clerks of works, etc.). 

In the particular sphere of the 
building industry the circulation 
of the Master Builder has gone 
beyond 4,000 and the trend is 
continuing upwards. Special fea- 
tures include an inquiry bureau 
and a trade note section and 
readership embraces members of 
the National Federation of Build- 
jing Trades Employers, the Federa- 
tion of Master Builders and the 
London Master Builders Associa- 
tion. 

The latest circulation figure of 
the Builder has been estimated at 
18.050 copies per week. Trends 
have indicated a steady increase 
in readership not only in the 
home edition but also in the one 
sent overseas. The contents of the 
latter (involving some 1,800 
copies) in no way differs from the 
edition available in this country. 

Readers comprise architects, 
survevors, contractors, craftsmen, 
nanufacturers and merchants who 
supply, use and produce materia!s 
in every type of building work. 

Weekly publication was begun 
in 1842 and a present monthly 
feature is a statement of current 
prices of building materials, 

Among the journals catering 
for the special interests of the 
sub-contract sections of the build- 
ing industry is the IJllustrated 
Carpenter and Builder, now in its 
76th vear and with an A.B.C. 
circulation figure of 72,000 copies 
a week. Readership -anges from 
students and craftsmen, to clerks 
of works, quantity and estimating 
surveyors, architects and other 
professional men—quite  anart 
from including those engaged in 
the smaller and medium sized 
building firms and the technical 
schools 

Reeular features include a 
monthly page for the specialist 
floor industry and projected for 
the near future are articles. under 
the one title “A House Is Built.” 
which will go stage by stave 
through the process of actually 
constructing a house 


House building affairs 


Essentially published in the 
interests of builders and contract- 
ing firms are the National Builder 
and the House-Builder and Estate 
Developer. 

The National Builder was 
founded in 1921 and is the journal 
of the National Federation of 
Building Trades Emplovers 
(described in the Working Party 
Report on the industry as the 
principal general builders’ organ- 
isation in England and Wales) the 
body with which government de- 
partments, the Royal Institute of 
British Architects, the ‘trade 
unions and _ other _ interested 
parties negotiate on al] matters 
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affecting building work. 

The House-Builder and Estate 
Developer, which began publica- 
tion some 20 years ago, is the 
official journal of the Federation 
of Registered House-Builders. It 
is the only technical journal solely 
devoted to that class of work. 
Naturally it has suffered in size 
as a consequence of the small 
volume of private building 
allowed in the post-war years but, 
as a result of the greater freedom 
now enjoyed by the industry, latest 
returns show an upward turn. 

With a circulation upwards of 
7,000 per month, the Journal of 
Decorative Art and British 
Decorator goes out mainly to 
master painters and decorators 
but also to some architects, local 
and county surveyors and others 
who are interested in decoration. 
The approach is “down to brass 
tacks” on both the practical and 
aesthetic sides of decoration and 
a lead is given on trade policy. 

Published by the Sutherland 
Publishing Co., Ltd., this journal 
claims to have “fathered” the 
establishment of practically every 
paint trade organisation and in- 
itiated some of the most impor- 
tant. 

It is claimed that the Roofing 
Contractor, the journal of the 
National Federation of Roofing 
Contractors, is read by every im- 
portant firm in the roofing trade 
and its suppliers. It also enjoys 
a certain general readership 
among architects, students, and 
apprentices. 


Service for readers 


Sales circulation of the Plumb- 
ing Trade Journal \ast June was 
5,506 including about 2,000 
copies sold through newsagents. 
The official organ of the National 
Federation of Plumbers and 
Domestic Engineers (Employers) 
the greater part of the editorial 
matter is taken up with technical 
affairs of interest to anyone en- 
gaged in plumbing and heating. 

The circulation of the Plumber 
and Journal of Heating, also a 
monthly, is calculated to be about 
5.000, Features include a queries 
service, a students’ page, and a 
trade service which gives readers 
all the details of any particular 
product or service in which they 
have expressed interest. 

The boast of the publishers of 
the Heating And Ventilating 
Engineer ard Journal of Air Con- 
ditioning is that it is the “bible” 
of the industry Circulation is 
some 5,500 copies a month and 
readers include heating and ven- 


tilating engineers. consulting 
engineers and public authorities. 
A recent survey established 


that the Industrial Heating Engin- 
eer had a readership of 4-7 per 
copy although the circulation 
figure has not been disclosed. The 
concern of this publication is ex- 
clusively with industrial heating 
and ventilating. problems covering 
factories. commercial premises 
and public buildings. It is 
claimed that no other journal has 
similarly attempted or succeeded 
in recording and encouraging re- 
cent developments in heating and 
ventilating practice. 
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The Paper that is KEAW by everybody in 


the industry. 


BOOK YOUR SPACE \O}!} FOR THE THREE SPECIAL 
Isstks TO BE PUBLISHED IN CONNECTION WITH 


THE SILVER JUBILEE 
BEILDING EXHIBITION 
OLYMPIA, NOV. 18—DEC. 2, 1953 


DATED NOVEMBER I:—20—27 


These issues will cover fully every aspect of this the most important 
event in the profession. 
Although the circulation will be greatly increased the rates will 


be tithe bang d. 


Full details on application to: THE ADVERTISEMENT DIRECTOR 


THE BUILDER LTD. 


THE BUILDER HOUSE - CATHERINE STREET - ALDWYCH + LONDON, W.C.2 
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"SC USTOMERS probably res- 
pond more quickly, and 
more decisively, to colour than 
to any other element in pack 
design. The most successful 
packs are those which make 
the most intelligent use of the 
suggestiveness of colour.” That 
was said last week by F. H. K. 
Henrion when, speaking on 
“Design for Packaging,” he 
addressed an international con- 
gress held in Paris on “Aes- 
thetics of Industrial Design.” 
There must be few who have 
been involved in market tests of 
packages who would disagree 
with Mr. Henrion, consultant 
designer on packaging and 
governor of the Central School of 
Arts and Crafts, on this matter of 
colour. Nor will there be dis- 
agreement about the high place 
he gave to British achievements 
in packaging research. Certainly 
the way in which he rightly 
exalted Britain and the United 
States and at the same time dis- 
armed the French element of his 
audience should excite the envy 
of all who have to do with pub- 
lic speaking and advertising: 
But 't ought not to be 
forgotten that for several cen- 
turies the haute couture in 
Paris has held and still holds 
the lead in what I hope it is 
not irreverent to call a special 
field—the packaging of ladies.” 
It is doubtful whether many in 
the British packaging industry 
have ever thought of the situation 
in precisely that light. 


Two basic 

kinds of colours 

A particularly interesting sec- 
tion of Henrion’s address was the 
analysis of colour and how the 
advertising man could make the 
best use of it. Fundamentally, he 
said, there were only two kinds 
of colours, “warm” and “cold,” 
with red and ice-blue at their 
Opposite poles: 

“But within these two frame- 
works the range of suggestibility 
is almost infinite. Warm 
colours evoke the sun in summer 
and the fire in winter. At their 


most intense they hint at pas- 
sion, danger, blood, modulating 
down to the shades which speak 
of cosiness and mellow comfort. 

“Hence their suitability for 
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Feminine pastel 
shades should be 
used for toilet 
article packages. 
This prize-winning 
“Blonde Beauty” 
pack conformed to 
this formula, 


many food and drink con- 
tainers, particularly those foods 
intended to be heated; for 
breakfast foods, sweets, bever- 
ages, biscuits and cigars, and 
for certain cosmetics, such as 
lipsticks, where the accent is on 
the warmer emotions. 

“The cold colours are the 
aseptic blues and greens and the 
so-called ‘feminine pastel shades’ 
~—-the colours of sea, sky and 
snow, suggesting coolness, clean- 
liness, healing and hygiene; the 
greens of nature, suggesting the 
mysterious force of life. 

“These are the colours for 
kitchen, bedroom and _ bath- 
room necessities, for soap and 
toilet articles, for medicinal 


This corn flakes package design 
is full of fresh natural colour. 


items, for food and drink des- 

tined for midsummer  con- 

sumption. 

“Needless to say, there are ex- 
ceptions. In any competitive 
window- or shelf-display you 
may see a pack which is violently 
and deliberately different—which 
seeks to draw attention to itself, 
like a problem child, by breaking 
the rules. 

“The question of colour in pack- 
aging is important, because it 
touches, however, lightly, upon 
the hidden springs of like and 
dislike in human nature, where 
ancient instincts and even super- 
stitions hold sway.” 

Convincing proof of the cor- 
rectness of Henrion’s functional 
evaluation of colour may be seen 
in two awards given by the Fold- 
ing Paper Box Association of 
America in their 1953 competition. 

First in the category of Multi- 
Colour Printing was the “Blonde 
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PACKAGING SURVEY 


How to choose the right colours 


for a successful package 


Colour in packaging is of supreme import- 
ance. Our PACKAGING CORRESPONDENT 
reports a significant address on this subject 


given last week in Paris. 


Examples are cited 


of successful packs which have observed what 
seems to be certain basic rules of colour. New 
vapour- and moisture-proof materials are also 


Beauty” carton manufactured by 
the Lord Baltimore Press Inc., for 
Helena Rubinstein Inc. An item 
of the highest visual appeal, this 
carried a soft and smooth repro- 
duction of blonde hair and went 
beyond the colour printing award 
to achieve the best overall classi- 
fication of the entire range of 
4,516 competition entries ranging 
over all the categories (adum- 
brated in ADVERTISER'S WEEKLY, 
June 25, page 642). 

The second example of colour 
used wisely in packaging was the 
Kellogg cereal cartons manufac- 
tured by the Sutherland Paper 
Company. This line also gained 
success in the Multi-Colour Print- 
ing category. The verdict of the 
judges was that the carton was 
a . clean job of reproduction. 
Appealing from every stand- 
point.” 

Clearly, if the resulting pack- 
age is to represent the best as to 
colour, protective materials, and 
handling convenience, complete 
co-operation must prevail be- 
tween, the product manufacturer, 
the designer of the container, and 
the packaging supplier. 

* ” . 


THE merits of close co-opera- 
tion between manufacturer and 
packaging supplier have been 
well proved in the case of the 
pack for Eskimo brand frozen 
fish. These packs are now selling 
very well in the competitive U.S. 
market as well as over here. It 
was the wish to make an impres- 
sion on the American public that 
impelled Grimsby Frozen Pro- 
ducts Ltd., to call on Bowater 


A British package which has held 
its own very well in the competi- 


tive American market. Special 
waxed paper was used. 


_ ADVERTISER'S 


described. 


Paper Corporation Ltd., to design 
and supply a new and eye-strik- 
ing package. 

As a result, it was decided to 
use a waxed unprinted carton 
(not made by Bowaters) with a 
waxed over-wrapper printed in 
two colours. Bowaters’ “Special 
Opaque” waxed paper, coated for 
the specific requirements of 
frozen food packaging, gave the 
extra protection needed during 
the freezing process and ensured 
that the fish remained in good 
condition at all times. 


Strongyclean 

design produced 

To prepare a printed design 
that would stand up against 
colourful American packages, 
Bowaters commissioned Eric 
Strachan, a young packaging 
designer with a_ fresh, lively 
approach. Relying on the rich 
lustre of aniline-printed waxed 
paper, he produced a strong clean 
design uniting the five different 
types of fish packed, yet allow- 
ing the clear identification of the 
different contents. 

First rate printing makes the 
most of the design which masses 
particularly well for display. 

As to the effect upon sales 
brought about by this new pack- 
age, Grimsby Frozen Products 
Ltd., in an exclusive report to 
WEEKLY | stated 
that “unfortunately, it is rather 
difficult to assess its effect 
because: 

(a) It would appear that 
there is a general increase in 
demand for all frozen foods, 


and 
(b) Although this is evident, 


The Frigidfish Company are using 

a package which is said to have 

highly efficient vapour-and-mois- 

ture-proof properties. As to con- 

tems, “weight-maker” scraps are 
being avoided. 
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are the largest 
makers of neon 
signs in the U.K. 
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MM 1. SALES SERVICE 
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Right from the start when you are thinking of 
installing a CLAUDGEN neon sign you get 
service. Salesmen—competsnt men 

with a wealth of experience in this 
specialist field are immediately available 

to advise customers about the site’s 
possibilities. All the resources of the 
CLAUDGEN organisation—draughtsmen, 
designers, and technicians—are backing 
the salesman's advice to his customer. 
Often the draughtsman helps by sketching 
the building for the guidance of the 
designers. Then the designers—artists 

with real knowledge of neon technique— 
create schemes for the customer's approval. 


CLAUDGEN makes light work for you 


CLAUDE-GENERAL NEON LIGHTS LTD., Pitman House, Parker St., London, W.C.2 CHA6TII ASubsidiary of the Generel Electric Co, Lid. 
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TYPE NSA AIR BRUSH TYPE ACA-I AIR 


COMPRESSING OUTFIT 


TYPE NSE AIR BRUSH | PRESSURE REGULATING® 
TANK 

It is amazing what a difference it makes to have the Air Brush at your 

elbow... Studios where Aerograph Air Brushes are laid on individually 

for each artist report a striking improvement in speed of work, and — 

still more 


in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (SH), giving details 


AEROGRAPH 


A ‘ R B R us H ES % For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench, 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 | 
Telephone: Sydenham 6060 (8 lines) 
London, Birmingham, Bristol, Glasgow, Manchester 


TaA.40bD 


of Aerograph Air Brush and 
Air Compressing equipment. 


Showrooms: 


I 
URGENTLY 
WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


a 
BEST PRICES PAID 
e 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone: Mitcham 2231-1881-4054 Telegrams: Destroying, Mitcham 


The wettest weather fails to harm 
the mew cases from the Medway 
Corrugat d Pape r Co., Lid. 


the summer depresses consumer 

demand for fish and thereby 

clouds the issue 

“We would say, however, that 
we have had widespread com- 
mendation for this new design 


| not only in this country but also 
| from our connections abroad. 


From that we gather that our 
distributors are extremely pleased 
with our efforts to display an 
attractive pack to the consumer.” 

Another firm in the same food 
field, Frigidfish Ltd., have also 
had success with a new pack. In 
this case the claim 1s that the 
product comes in a_ container 
having moisture- and = vapour- 
proof qualities much superior to 
others previously marketed in 
this country. 

The items involved are quick 
frozen cod, haddock and plaice 
fillets and each pack contains 
14-ounce net weight of fish. A 
point of some consumer import- 
ance is the fact that this com- 
pany intends to supply three or 
four fillets to the carton and so 
avoid having to include small 
“weight-maker”™ scraps. 

One-piece in type and with a 
hinged flap lip, the waxed white 
board carton comes from the 
Pearlite Company. The wrapper 
is of triple-ply aluminium foil, 
paper and tissue used in conjunc- 
tion with a special heavy wax 
suitable for heat sealing. 

The use of aluminium foil not 
only brings a glistening “wet” 
appearance to this package but, 
being odour-proof, the contents 
cannot be contaminated by other 
items stored in the display cabi- 
net. The three-colour wrappers 
are being supplied by the 
Robinson Waxed Paper Co. 

* * * 


By incorporating Beetle paper 
resin into paper a highly efficient 
wrapping, able to stand up to 
very hard usage and the utmost 
wet, has been developed by Peter 
Dixon & Son, Ltd., of Grimsby. 
It is likely to prove of the great- 
est importance in fish packaging 
operations. 

* * * 

Many thousands of pounds are 
lost each year by exporting goods 
in poor containers, 


In the window is the expert pack 
for crockery. Miss Mercy Hay- 
stead, who appears in “The Beg- 
gar's Opera,” is examining the 
carry-home carton 


Exporting crockery or pottery 
is not a hazardous undertaking, 
even if very difficult terrain has 
to be covered, so long as the 
goods are packaged in the speci- 
ally designed containers produced 
by the Medway Corrugated Paper 
Company Ltd. The company 
have also produced a carry-home 
carton to ensure safer crockery 
deliveries from store to cupboard. 

Research has also resulted in 
the firm developing a line of wet 
strength corrugated cases of kraft 
material. These have the peculiar 
property of being able to retain 
their rigidity even after long 
periods of complete immersion in 
water, At a recent function organ- 
ised by the Medway Corrugated 
Paper Company Ltd., such a wet 
strength container could be seen 
serving as a gold fish bowl. 

* * * 


THe formation of a European 
Packaging Federation has already 
been noted in ADVERTISER'S 
WEEKLY (page 338, August 20). 
Details of a working programme 
have been formulated and the 
object behind the development 
is to facilitate the exchange of 
technical and economic informa- 
tion and the solving of funda- 
mental problems in the packag- 
ing field. 

Membership of the federation 
will be open to countries who 
agree to place technical knowl- 
edge at the disposal of others and 
to create a “national packaging 
centre.” 

Among the activities listed in 
the working programme are: the 
setting up of standard test 
methods and apparatus; standard- 
isation of commercial, delivery 
and shipping practices and condi- 
tions; promotion of weight in 
place of volume measurement for 
suitable products, and the com- 
pilation of a packaging diction- 
ary. 

Active membership of the 
federation is to be confined to 
the national packaging centres 
although organisations and insti- 
tutes working on packaging prob- 
lems can be designated as passive 
members. 
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DISPLAY - 


171 NEW BOND STREET W.1 


EASTWOOD STREET, S.W.16 


Silk Screen Printing 
SHOWCARDS - 


MERCURY DISPLAYS LTD 


Head Office 


Works 


POSTERS 


Tele: GROSVENOR 8711 


Tele: STREATHAM 4595 


ee. pot kind of s 
interested in is SPE 


157 FARRINGDON ROAD 


BOLTON STANDARD 
GETS ACTION! 


No responsible civic leaders can 


avoid taking action as a result of its | 


stimulating articles on all local topics. 
ADVERTISING RESULTS are equally effective. 
Circulates in Bolton and surrounding 
districts and read weekly by 80,000 readers. 
6/- per s.c. inch. 
NO LOCAL ADVERTISING CAMPAIGN 
COMPLETE WITHOUT THE 


Town's Brightest Weekly— 
BOLTON STANDARD 


Victoria St., Bolton. Tel. 4742/3 
US High Holsorn, W.C.1. Chancery 8752/3 


Highly technical, and highly 
effective in selling technicalities 


THE TEXTILE QUARTERLY 


Contains only original, exclusive, 
practical articles. No puffs, no padding. 
Genuinely, one of the best textile 
technical journals in the world. If you 
are making up a schedule for anyone 
selling to the textile industry, get a 
specimen copy and facts on the 
Quarterly. 


H. R. CARTER PUBLICATIONS LTD. 
2 Marcus Ward Street, Belfast 


-++ a symbol of 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 2521 


-Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


r “* Multilith”’ and Rotaprint Users? « 
d that our*customers are 
D COMBINED WITH RELIA- E 
BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure 


friendly, personal attention to every detail . 
phone Strand Litho. 


THE STRAND foe ert co. LTD. 


TERMINUS 
wick, 2O9I/4 


LONDON 
coterd 


SILK SCREEN ARTS LP 


97 SHIRLEY ROAD.CROYOOW 
ADDISCOMBE 3147-8 


HIGHEST GRADF 
CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
) EXPRESS 
. DELIVERY 


“FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 
Ulster’s leading farm- 
ing publication for 
effective coverage of 
the farming commun- 
ity of Ulster. 


MEensen OF THE ABC. figures 
AUDIT BUREAU 2 4 4 4 0 
OF CIRE ULATIONS 9 
Belfast Office : 
18 Donegall Square, East. Tel. Belfast 24397 


London Office 
69 Fleet Street, E.C.4. Tel. Central 5453 


14 screen printing 


ul Matador tTod 


535 GREEN LANES: LONDON-N'B 


phone MOUntview 4819 
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New kitchenware displays 
emphasise convenience 


M\HE ANIMATED native 

village window display 
which was so prominent a 
feature of Selfridge’s Corona- 
tion presentation is scheduled 
for Lewis's in’ Birmingham. 
From then on it will move 
gradually round the country. 

Based on scene from the film, 
“Jungle Prestige,” the inhabitants 
of an African village are seen pre- 
paring a feast over the communal! 
fire with the help of Prestige pres- 
sure cookers. A line of kitchen 
assistants are also shown carry- 
ing on their heads other Prestige 
kitchen equipment. 

The whole display, provided 
by Platers and Stampers Ltd., is 
animated by a series of electric- 
ally-driven endless belts which 
cause the figures to move in turn. 
The display was manufactured in 
the Netherlands by Joop Geesink, 
Originator of the Dollywood 
puppets. 

A strong feature of this display, 
as with so many others projected 
by kitchen appliance manufac- 
turers and their advertising 
agents, is the essential conveni- 
ence of the articles offered. A 
strong appeal is being made to 
the housewife this autumn-winter 
period to wind up much of the 
drudgery traditionally connected 
with the kitchen. 


resto 


The Prestige window display 

which proved such a_ traffic- 

stopper in London is to tour the 
country, 


Another brand of kitchenware 
will be attractively featured when 
Almag Engineering Company 
introduce their window displays 
of “Tempo” equipment _ this 
autumn. According to the pre- 
sent campaign plans the whole 
country will be covered. 


A lot of thought has obviously 
gOne into the composition of this 
display, depicted above. The 
various appliances are graded on 
rising planes which make each 
One easy to perceive. The down- 
ward parallels cifectively carry 
the trade name toward a main 
group. 

The Strand-Savoy Street win- 
dows of Western Australia House 
were recently taken by L. G. 
Hawkins & Co., Ltd., to display 
their pressure cookers and other 
kitchenware items. This company 
calculate that such cookers save 
about 80 per cent time and fuel 
and give perfect cooking results. 

The Western Australia House 
window was selected by this com 
pany not merely because of tts 
location. Selected as “Mr. and 
Mrs. Australia” as the result ot 


a nation-wide radio contest spon- 
sored by the Aspro company, Mr 
and Mrs. Howard, of Perth, have 
for long used Hawkins pressure 
cookers, a point emphasised in 
the Strand window display. 


The fact that “Mr. and Mrs. 
Australia” have long used appli- 
ances from Hawkins has been 
featured in recent window dis 
plays. 
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Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

1 Account 


=I 8,l DD weetiy Nec sete 
Associated Kent Newspapers 


Accounts Office ied 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representotives 


E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


THEN Watney’s commissioned T, H. M. Partners to redecorate the 
lounge-snack bar of the Kingston Hotel, Kingston-on-Thames, ‘ THE 

the designer, Lucy Halford, took the opportunity to introduce a subtle ; 
form of advertising into the overall scheme of decor. 


To emphasise the importance of the snack bar-—which had seemed 5 Rj = 
merely incidental to the room——the ceiling over it Was lowered and the Nexen, > 4 
mock-Tudor beam deepened and covered with vynide. At chequer é 
‘ ad 


board intervals along the beam cut-out symbols of the bar trade were 
affixed. These included bottles and barrels marked with the Watney 


eee PeeF, | WEEKLY 
as | NEWS 


Takes pleasure 
NATIONAL NEWSAGENT 


BOOKSELLER STATIONER 
149 FLEET STREET, LONDON, EC4 | in announcing the 


Phone : CiTy 2604 (5 lines) 
By far the largest Net Sales Circulation (A B.C.) appointment of 


- Mr. JOHN C. MACTAVISH 


THE 
thei 
PHOTOPRINT. re 
COM/ANY London 
SMALL or LARGE | _ Representative. 
quantities of Address: 131 Fleet 
“* ~~ mere - COPY NEGATIVE Street, E.C.4. 
or war books Re ’ am 
PHOTOGRAPHIC PRINTS Tel. Central 1960. 


All sizes up to 15” x 12° 
* 
PHOTOGRAPHIC SHOWCARDS 
and Head Office 
REPRESENTATIVES ALBUMS 26 HIGH ST., CHELMSFORD 
Telephone 2795 


13 CHEPSTOW ROAD. 
CROYDON - SURREY 
Tel. CROYDON 4616 


= - HARROW 
Ph h Eni BILLPOSTING 
( ontinuing their three dimensional display campaten to promote hooks otograp ic n argements 


not COMPANY 
about the war (see “Advertiser's Weekly” September 3, page 411) in all sizes up to 60 aq. ft. in one piece 


Evany Bros. are using the above two pieces which have been designed — The Autuaps Co. Ltd. Brownlow Rd tae tien oa 
and executed by Leon Goodman Ltd London, W.13 EALing 2691 37 SPRING STREET Ww. 2. 


———— 
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N expanding the scale of 
their retail interests, Hep- 
worths Ltd., the multiple 
tailors, have built up a library 
of advertising filmlets, the 
worth of which becomes ap- 
parent when viewed en bloc. 

As significant as the Hepworth 
collection itself is the policy be- 
hind it. Eschewing the single 
filmlet much as most advertisers 
to-day avoid the single insertion 
of an ad. in the press, and for 
the same reasons, they have 
sponsored six filmlets of varied 
style. 

“A Fitting Climax” plays 
on the old theme (without 
harping on it) that a_ well 
turned-out man with a social 
personality has a _ distinctive 
market value where some jobs 
are concerned. 

“Keep The Change” by way 
of being a contrast is a Techni- 
color cartoon, showing how a 
fellow with an income tax re- 
bate of £20 can fit himself out 


How a radio active 
piston rimg is fitted. 
An incident in the 
Shell Film Unit's 
documentary on 
radio isotopes. 


smartly and still have money 
enough to take his girl out. 

“A Happy Idea” suppresses 
the clothes angle in favour of 
a dance and croon routine in 
an attractive restaurant setting. 

“Tell-tale Mirror” reverts to 
the first theme but from a dif- 
ferent angle. Lack of confi- 
dence and loneliness, is epito- 
mised in a young man of 
slovenly appearance. The same 
young man, looking spruce, 
becomes “there's a man I ad- 
mire.” 

In “Four Seasons” Hep- 
worths are clearly aiming at a 
higher income group. The fact 
that Nature changes her 
colours four times a year is 
used to suggest that a man’s 
wardrobe should carry suits 
and coats appropriate to the 
season and the occasion. 

Lastly, “That’s The Style” is 
a brief but lavish survey of the 
changes throughout history of 
men’s fashions. All the clothes 
were specially tailored for this 
film-—-an expense which is justi- 
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PAUL NUGAT in his monthly review of films 


believes that 


A cycle of films will 
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impress the customers 


fied by the quality of the 

production. 

The value of such a cycle of 
films to the sponsor lies in its 
exploitation scope. Prior to the 
opening of a new branch, 
cinemagoers can be made Hep- 
worths-conscious by the system- 
atic showing of these films. The 
goodwill fostered in this manner 
pays a quick dividend in rapid 
customer build-up. 

The spoken commentary is 
attuned to the class of customer 
they want to attract and to the 
regions where their commercial 
interests are strongest. Hence 
the presence of the Yorkshire 
accent in several of the films. 

Gee Films Ltd. were the pro- 
ducers of the whole series. 

* * * 


} is does not often happen that 
a film is made the centrepiece 
of a stand at an exhibition. At 
Olympia, however, the chemical 
engineering contractors, W. J. 
Fraser & Co., Ltd., devoted most 
of their space to a miniature 
cinema for the showing of the 


How the CinemaScope wide screen may 


affect advertising presentation 


The new technique of wide screen film projection may well influence the trend of future 
outdoor and press advertising. This article describes the system and attempts to gauge the 
manner in which that influence might operate. 


LTHOUGH demonstra- 

tions of the CinemaScope 
wide screen film technique 
have been given in London 
from time to time during the 
past few weeks the 20th Cen- 
tury Fox film “The Robe” 
which was presented in New 
York last week, represented 
the first complete film present- 
ation of the system. 

This freeing of the cinema from 
the confines of the small square 
may well introduce a search for 
emancipation from space restric 
tions in other propaganda media 
and set in motion a train of ex- 
periments in publishing and ad- 
vertising. It may give rise to the 
presenting of messages in the pro- 
portions in which the eye sees a 
scene—broader than high. 

CinemaScope is not “wide 
screen” as so far generally known 


in Britain. This merely blows 
up the ordinary four by three 
film image as high and wide as 
it will go, even at the risk of dis- 
tortion of the picture. In order 
to achieve extra width, the top 
and bottom of the picture are 
cut off. 

This can set quite a problem 
for advertisers, as the message, if 
it fills the whole film frame top 
and bottom, may be partially in- 
visible or, where it has moved on 
to the deep surround which has 
been fitted to some large screens, 
difficult to read. Those advertis- 
ing men who have been in a 
cinema while the  projectionist 
frantically adjusts the picture ver- 
tically to try to get the whole 
message On the screen, top and 
bottom, will already have experi- 
enced this. 

On the other hand, Cinema- 
Scope projects a picture as wide 


as the eye can see—two and a 
half times as wide as it is high 
Whatever the size of the cinema 
proscenium the proportion § re 
mains the same—2:5: 1. 


This effect is not achieved by 
blowing up an image previously 
shot in the proportion of 4:3. 
CinemaScope consists of two 
lenses, the invention of a French 
professor. which he called the 
anamorphic lens. One is fitted to 
the camera in the studio and the 
other to the projector in the 
theatre. 


The first photographs the scenes 
in the width of 2:5 to 1 and 
“squeezes” the image on to the 
ordinary 35 mm. film. When this 
is projected in the theatre a com 
pensating lens on the ordinary 
cinema projector spreads out the 
image into its original shape and 
Continued on page 588 


John Byrd Production, “Experi- 
ence At Your Service.” 

The film itself is pedestrian 
Perhaps it could not be other- 
wise, seeing that the sponsor's 
business is largely founded on 
selling their ideas and experience 
on plant erection and process in- 
stallation. Their clients are them- 
selves industrialists in the process 
of building new factories, oil re- 
fineries, etc., so that the planning 
discussions, which are at the 
heart of this film, rather lose 
their point by being commentated 
upon instead of being heard on 
direct sound. 

Yet accepting the leanitations of 
the film medium in its ability to 
express such matters, the film 
does convey an over-all impres- 
sion of the breadth of the com- 
pany which would not be con- 
veyed more comprehensively by 
other aids. 

One unforeseeable snag arose 
because of the electricians’ strike. 
By cutting off the “juice” “Ex- 
perience At Your Service” 
seemed doomed not to be 
shown. Resourcefully, all the 
local garages were contacted for 
spare car batteries, and in the 
silence of the night and under 
the noses of the pickets, a way 
was found for smuggling them 
into Olympia. So, in the great 
tradition of showmanship, the 
film was shown throughout the 
fortnight. 

This Kodachrome film runs 
for 20 minutes. 


* ¥ . 


= preparation for their an- 
nual stand at the Engineer- 
ing and Marine Exhibition at 
Olympia, Shell-Mex and B. P. 
Ltd., through the Shell Film 
Unit, produced a 12-minute film 
on the use of radio-active iso- 
topes in the measurement of 
engine wear. 

In brief, “Project 074” depicts 
the contrast between the study 
and measurement of engine wear 
now practised and the advance 
that radio-activity has brought 
to the subject. The film brings 
out the salient advantages of 
speed, reliability and sensitivity 
of the radto-active system over 
other methods during the period 
of its running. 

At Olympia, the film was 
shown in conjunction with the 
demonstration unit, designed and 
made at Thornton’ Research 
Centre, where the film was also 
produced. 


me , — ———— eg 
ee || Pe 
, = s ee 
: , i a % ' 
- ‘ A 
s P ere j 
Pe 5 i> Len 
cae , ~ 
pas o g Ta > ¥ 
: ie. & iP “J 
: a 4 . wt” 
% -  £ ¢ 
» 7 %! ] ’ 
b.. ‘ ( y e 
zl > © ‘ e 
3 f 
we »* ’ ~ . 
a? yh BA a 
/ en ~ 
” i. e i — a3 : ? By 
\ “2 v 
a4 
4 
Q 
ae 
4 E ; 
a 
| 
a ee 
eg 
ae) 
‘ge 
i Se 
Po 
. a 
rd 
, eo Fe 
ay 
ie 
) 
‘7 ‘ 
ee 
Rage 
ES 
we 
+ 
ty & 
a 
oe Snes Area : oS) eee, + ae ie iQ ee gig yoo), | a er eee BS: 
Ei Me aia aiess OS a | a. aa Zz . eno iz oo ie are. i ea 


SEPTEMBER 24, 1953 ADVERTISER'S WEBKLY 


BIGGEST croup 


OF THEM ALL! 


Just look at these figures... 


More than 3,600 of Britain’s 4,700 odd cinemas (i.e. 76°.) are Independents. 


Of 1,817 Population Centres outside London, in which there are cinemas, 
1,476 have Independents only, and of these 1,051 are ‘solo’ Independents. 


Through PRESBURYS your sales story can be told in 3,500 cinemas in all 
parts of the country. 


You need this Service... 


PRESBURYS Solus and Semi-sotus 
Films—with no restriction on length or 


e 6 seeeseseeeeeees ees ee on number of ‘ visuals’ or ‘mentions’ 


> i o ! S ¥ of your product, and Filmlets (20 ft. in 
f R I; s, B i R \ , 4 length) in cinemas all over Britain. 
for Preference 


seeeseseeeeeeeseeeeeee | . 
PRESBUERYS Market information — 


Member of the Screen Advertising Association and the z “ Production and Distribution. 
Association of Specialised Film Preducers 


S. PRESBURY & C0, LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2* Telephone: WlHteball 3601 
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The Conrad Press Ltd 


195 SLOANE ST. Lonoon Swi 


SLOANE 61519 


Mechanieal World 


AND 


ENCINEERING RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 


and rate card.. 


EMMOTT & CO. LTD. 50 TEMPLE CHAMBERS, TEMPLE AVENUE E.C.4 
MANCHESTER OFFICE: 2! KING STREET WEST, MANCHESTER 3 


MW 14 _ 


OVER 


135,500 


COPIES WEEKLY 


IS THE A.B.C. 
NET SALE 
OF THE 


HOME COUNTIES; 
NEWSPAPERS GROUP? 


Covering the prosperous indus- 
trial and agricultural areas of 
Beds, Herts and Bucks, with 
eleven individual local news- 
papers—an obvious choice of 
the astute advertiser who seeks 
coverage, service and value. 


PER TRADE 
$,COL 45 we FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


Nr er ee rr ee A 


| The 


Film Producing 
Organisation of Stanley 
Schofield serves many of 


the leading Industrialists 


of the Country. 


He may justly claim to be 
The Specialist Producer 
of Direct 16mm, Films in 


Colour. 


SS 


STANLEY SCHOFIELD 


PRODUCTIONS LTD. 


6, 7, & 8 Old Bond Street, W.1 
MAYfair 4642/3 


588 
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@ CINEMASCOPE AND FUTURE ADVERTISING——continued 


cINEMASCOPE SCREEN size 
RD SCREEN SIZE 


Diagram to indicate theatre layout of a CinemaScope performance. 
Standard screen size can be seen at cemre. 


throws on the screen a picture in 
the same proportions as the 
camera had seen it--two and a 
half times as wide as high. 

Two other pieces of equipment 
are needed. One is the Cinema- 
Scope screen which, made up of 
more than two million tiny 
plastic mirrors, reflects a larger 
proportion of light than any 
screen previously known and thus 
makes the image and lighting as 
brilliant at the edges as in the 
centre. The other is the stereo- 
phonic sound. 

The latter has been developed 
by Earl Sponable who has placed 
four magnetic sound tracks along 
the side of the film enabling the 
sound to come from that part of 
the screen where the action is 
taking place 

Advertisers have looked round 
and asked themselves what this 
new system means to them. Al 
ready one West End billnoster is 
offering billboards in the new 
wide screen proportions to his 


Film of dam 


hg eg future advertis- 
ing for the main British con- 
tractors working on the Owen 
Falls dam is being ensured by a 
complete 16 mm. Kodachrome 


filmic record of the project 
Apart from the constructional 

operations, five years of building 

work on the site have also been 


film clients and their advertising 
agents. 


It is possible that, as the 
Evening News recently showed 
in comparative photographs, 


illustrations in the 2°5:1 propor- 
tion will be reproduced in news- 
papers and magazines. Already 
this has been done most effec- 
tively by Time and Look in 
America) when — reproducing 
scenes from “The Robe.” 

Advertising films can also 
share in the new technique. 
Spyros P. Skouras, president of 
20th Century-Fox, who first saw 
the anamorphic lens in France 
last December, recognised its pos- 
sibilities and has made it avail- 
able to producers throughout the 
world. 

Advertising, which has always 
been the pioneer of advanced 
ideas and the main medium of 
their presentation to the public, 
may be expected to develop the 
2:5 to 1 aspect ratio in many 
interesting techniques. 


construction 


documented. Gateway Film Pro- 
ductions Ltd. consider the film 
to be one of the biggest ever 
made by a firm of 16 mm. 
specialists. 

Numerous sequences show the 
manufacture of plant and equip- 
ment in the factories of the main 
British contractors. 

This vast hydro- 
electric project is 
nearing comple- 
tion. According to 
the very carefully 
composed schedule 
the turbo-alterna- 
tors should be pro- 
ducing electric 
power in the near 
future. 

Opening cere- 
mony will be April 
next. 
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Heavy space demand 


for next DRUPA exhibition 


HE ORGANISERS of the in- that fried chicken fits into every 
ternational exhibition, Print picnic.” 
and Paper (DRUPA), which is to 
be held in Dusseldorf next May 
15-30, have reported that they are 
already considerably pressed for 
space due to the large requests 
from numerous firms. As a con- 
sequence they are considering the 
building of yet another exhibition 
hall to house extra applicants. 
Apart from exhibitors from 
Germany itself, firm bookings 7" ; es 
have been seceived from com- A hw | hin eS ; 
panies in the United Kingdom, : , é 
Belgium, Italy, the Netherlands, :. Be a é < GETTING DOWN TO 


Austria, the United States and 


Switzerland. ; 
The organisers strongly advise s; x : 
British companies who are in- Example of a “family group” | 


terested in booking space but Photovraph issued by PENB to cr. 4 “a 
have not yet made application to promote outdoor barbecues. fare 5 sae IN THE in 


do so with the least delay. es 


Turkey TWEEDS " CANADIAN MARKET 


A large cotton textile factory 
is to be built at Balikesir and and 
European firms have —_ 
approached regarding the supply 
of the eau machinery ys! TWIN-SETS 
other equipment. The construc- 
tion of the buildings will cost fhe biggest problem when entering any 
£17 million and is to be com- | The County-wife, and market is the choice of agents and 


pleted by the end of next year. 
ital distributors. This is particularly so in such 
taly choosy-folk when it a widespread country as Canada where 
. bread ge ge ere _ comes to style and coast-to-coast representation is difficult to 


September 26 to October 11 at comfort for Autumn obtain. Your problem can be solved with 
Busto Arsizio, near Milan. In the help of the trade publications that 
addition to textile goods, the ex- days. 
hibition will include textile | know and serve your Canadian market 
machinery and a special section ‘omen’s wear is « good , 
devoted to textile chemistry. market in the intimately. 
During the exhibition, meet- | : “ ”“ 
ings and discussions about prob- It you wish to have “down-to-earth 


lems of the cotton and rayon | L E i CEST E R facts about the potential Canadian market 
industries will be held. 


for your products, we will gladly send you 


U.S.A. | ADVERTISER information without obligation. *(Your 


In an endeavour to promote request sent by airmail brings you a 
indoor and outdoor barbecues j 
the Poultry and Egg National! | SHOP WINDOW poumee reply os only a few days.) 
Board have lately published | y -f, i iati 
a an eee | of the County-folk The Business Newspapers Association 


a 


24-page illustrated booklet con- is composed of over 100 trade papers and 
taining complete data as to | - chi = AF —" : 
sacipes, aquiaunent, taetin. aad other specialized periodicals serving all 


the organisation of big or small sections of Canadian trade and industry, 


b b Clie >s. ; ; 

. va parties ; manufacturing, finance and management. 
e board, a non-profit organ- British advertisers anxious to 

isation serving the interests of | : 

the poultry dal is mainly increase their trade with . copies of Canad: 

concerned with consumer educa- , Denmark should investigate the apeeatanedinatienion a 

tion through newspaper and possibilities of ExSTRABLADET, ' ' r a Trade Commissioner in ome home 

Magazine food editors, radio, tele- the largest Evening Daily. Pub- 9 | ' pool, Glasgow, Belfast 

vision, and so on. In the recent  § lished by Politiken, Denmark's eae i 

group promotion of picnic items | § famousMorning National News- 

(see ADVERTISER'S WEEKLY, page paper, it still offers adequate 


PM Gananieliicenties I BUSINESS NEWSPAPERS ASSOCIATION 
oo A an gy CRANE-DEBENHAM LTD. & : gue ’ 


TISER'S WEEKLY correspondent, ney ag tee 0 9 va a 137 WELLINGTON ST. W., T : ‘ig 
“we wanted, of course, to show entra ! ORONTO, CANADA 


daughters too, are 


ee 
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Legal Queries Answered 


Popularity contests 


and the law 


by our Legal Correspondent 


Q. To what extent is awarding 
prizes in an advertising com- 
petition permissible by law, 
when purchasers of a produci 
are asked to place articles in 
their order of popularity, and 
then to estimate which of the 
articles would prove to be the 
most popular? 


A. The question here is 
whether such an estimate is a test 
of skill or a test of “chance.” If 
the result is decided by chance, 
then such a competition is a 
lottery; if the result depends 
wholly on skill, then the competi- 
tion is not a lottery and is per- 
missible. In a case before the 
courts some time ago customers 
of certain products were asked 
to name the articles in order of 
their popularity as shown by the 
actual voting of the entrants 
themselves. ‘The court concluded 
that as the competitors were not 
asked to judge the merits of the 
articles, but how other people 
could guess at their popularity, 
and the element of chance pre 
vailed. As one of the judges put 


Where the hops 


come from. | 


KENT 


it: “No amount of inquiry, no 
industry on the part of a competi- 
tor would enable him to discover 
what other persons who were 
competing were likely to estimate 
as the most popular of these pro- 
ducts.” He added that it ob- 
viously was entirely a matter of 
chance. 

Q. Some ume ago I bought space 
in a special edition of a pub!i- 
cation on being told that it 
would be published in the 
near future. It does not seem 
that publication will ever take 
place. Can [| recover the 
money which I was foolish 
enough to pay in advance? 
Or can the publisher be 
prosecuted for false pretences? 

A. If there was a valid contract 
and publication was for a speci- 
fied date, which the publisher has 
ignored, then you can sue for 
breach of contract and will prob- 
ably recover your money—if the 
publisher still has it. If, how- 
ever, no time was specified, the 
dilatory publisher may well say 
that he intends to carry out his 


MESSENGER 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 
LONDON - 80 FLEET STREET 


590 


part of the bargain as soon as he 
can and that therefore there has 
been no breach of contract. He 
has of course to publish within 
a reasonable time, but what is 
reasonable may depend entirely 
on the character of the publica- 
tion 

[he possibility of successful 
prosecution for false pretences 
has to be approached cautiously. 
Normally, a promise as to future 
conduct is not sufficient, but if 
the promise is allied to a repre- 
sentation of fact as to existing 
circumstances, then a prosecution 
would probably succeed. For 
instance, some time ago a person 
obtained subscriptions for a book 
which he declared would be pub- 
lished shorily. The court decided 
that he could be convicted, as his 
statement was in reality a pre- 
tence that the book was in process 
of publication, 


Q. For some months I have been 
using a certain layout and 
technique for my advertising 
in the press which has been 
highly successful. Recently 
another firm has begun to use 
similar methods, so much s0 
that they are an obvious imita- 
tion, and in my view this is an 
attempt to cask in on my suc- 
cess. Is this legal? 


A. There is no doubt that an 
actual layout, if it is an original 
artistic work, can claim _ protec- 
tion under the Copyright Act, but 
an “imitation” may be a very 
different matter. Many years ago 
there was a case before the courts 
which seems, in some respects, to 
be parallel with yours. A London 
advertiser, by spending £1,000 
on his press advertising, had 
received 15,000 orders. Another 
advertiser began to use the same 
type of advertising, and indeed 
admitted that being struck with 
the attractiveness of the first 
firm's advertisement, instructed 
his advertising agent to reproduce 
it. The first firm applied to the 
courts for an injunction to 
restrain the second advertiser. 
The judge refused on the ground 
that there was no deception 
purchasers of the goods knew 
from whom they were buying. 

The judge indeed described the 
case as a “peculiar” one, “The 
plaintiff,” he commented, “has in- 
vented or adopted a_ peculiar 
mode of advertisement for his 
goods . . . The defendant is 
struck by the ingenuity of this 
form of advertisement, and he 
udopts the same method, as he is 
entitled to. But he goes further 
than that. He thinks the plain- 
tiff's language is so good that he 
actually adopts that language. 
Now it cannot be too often said 
that the court does not consider 
whether, according to any high 
standard of honour, things ought 
to be allowed or not. The court 
only sits to consider in these 
cases whether there has been any 
deviation, from the strict path of 
honesty, which is reached by 
law.” 

That decision, in the light of 
experience and with the passing 
of years, cannot be considered at 
all satisfactory. The judge based 
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his views on the fact that there 
was no “property” in the first 
advertisement and that readers 
would not be misled. “Every- 
thing is fair in trade, as it is in 
war, though it may not lead you 
to adopt everything that you 
think fair,” was his dictum. 

It is quite possible that if 
another case came before the 
courts, it might well be held that 
there is “property” in an adver- 
tusement, and that a slavish imi- 
tation would be illegal. In other 
instances, it has been well estab- 
lished that an advertisement is 
entitled to copyright protection. 
Everything would probably de- 
pend on the merits of the case. 
Q. In view of recent legislation, 
I should like to know if it is 
permissible for mewspapers to 
advertise that a house is to 
let? 


A, The Accommodation Agen- 
cies Act, 1953, which came into 
operation on August 14 last, and 
is intended to have effect until 
December 31, 1957, makes it il- 
legal, among other things, for 
any person to issue an advertise- 
ment or list describing a house 
as being to let, except with the 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


authority of the owner or his 

agent. But the act specifically 

declares that advertisements or 

notices may be published in a 

newspaper or displayed in a shop 

for payment, received in the or- 
dinary course _ of _ business. 

“Newspaper,” in this context, in- 

cludes a periodical or a maga- 

zine. 

Q. Recently I commissioned a 
photographer to take a photo- 
graph of my property. With- 
out my permission the photo- 
grapher has displayed the pic- 
ture of the house in his 
window, no doubt as a speci- 
men of his work. In effect he 
is using the picture to advertise 
his own business. Is he 
entitled to do this? 


A. The copyright of the photo- 
graph is undoubtedly yours, as 
you have commissioned the work. 
No one is entitled to use the 
photograph for any | purpose. 
When you ordered the photo- 
graph, and the order _ was 
accepted, a contract was estab- 
lished between you and_ the 
photographer. The position would 
bave been different if you had 
merely granted his permission to 
take a picture but even then 


it is doubtful if he would have 
been entitled to use the picture 
to advertise his own business. 
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An Irish Provineial Town... 


NOW THAT THE HOLIDAYS ARE OVER 
we show it to you as a reminder that Ireland 
is not only a picturesque land of mountains, 
loughs and rivers for holidaymakers. 

ALL OVER IRELAND there are towns like 
this . . . full of work and business . . . the 
shopping centres for wide areas . . . the meet- 
ing place for people absorbed in the affairs of 
town and county .. . the pivots on which life 
over a large part of ‘the country turns. 

THIS IS THE KIND OF TOWN in which the 


THESE ARE THE PAPERS you must use if 
you want to reach the TWO-THIRDS of the 
population of Ireland that lives outside the 
cities, the papers that are welcomed into every 
home in town, village and = rural area 
for the news they bring of all the life of the 
county. 

YOUR ADVERTISEMENY WILL SHARI 
fully in the concentrated attention that every 
line printed in an Irish local weekly paper gets 
from its readers 


THE PROVINCIAL 
IS THE 


Irish weekly provincial newspapers are pub- 


PRESS OF 
lished. 


IRELAND 
NATIONAL PRESS. 


Two thirds 
of Ireland can be 


reached only by 


PROVINCIAL 
NEWSPAPERS 


Dublin who on request will supply a list of Irish Provincial Newspapers, with details of Advertising rates cte 


a Mill onl 


CONSUMERS 


No Customs 
or Trade 
Barriers 


Issued by Associated Irish Newspapers, 24 Dame Street, 


MORE 


than 


Indispensable 
if you must cover 


LANCASHIRE 


The notion that BOLTON can be 
“taken in” by using newspapers of 
national or county circulation is entirely 
fallacious. 

The only way to make certain = 
covering BOLTON is to_ use 


BOLTON EVENING HEWS 


then all guesswork is eliminated. 
Advertising in the BOLTON EVENING 
NEWS is the “Open Sesame” to the 
shops of the distributors and the homes 
of the people. 


No Lancashire Schedule 
Complete without _ it. 


CERTIFIED AVERAGE 
NET SALES 83,575 


TILLOTSONS NEWSPAPERS’LTD. 
MEALHOUSE LANE 6, ARLINGTON ST. 
BOLTON LANCS LONDON S.W.1 


Telephone: Bolton 1993 Telephone: GRO. £220 
Advt. Manager: Wm. Sheppard London Manager: C. A. Miles 


Northern Ireland 
Population 
1,370,709 
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corporation im 1938, but have been 
associated with their father in the 
business for the past 25 years. Joe, 


nt will be remembered, won the Leon 
Goodman public speaking cup in 
SI. 


19 


* * * 
Two men with a 


flying back 
ground have recently joined the 
Coventry Publicity Association. 
Paul Levin was an aerial photo- 


grapher for the Ministry of Supply 
before utilising his skill in photo- 
graphy with Wickham Ltd. Unlike 


JOHN HARRIS Mr. Levin, who was in the Army 


during the war, “Jeph” Jephcote was 


LOOKS BACK in the R.A.F.--a wireless operator 
in’ Halifax bombers. He is now 
For Joho Harris, chairman and with the Coventry Standard. 


nanaging director of Harris Adver- * * * 
using Lid., and his two sons, Joe 
and Alf, the Harrogate Conference 
will be something of a landmark 
This year his firm is celebrating its 
40th anniversary, although Mr. 


“Wost successful combined effort 
of big industry in the world” is how 
the karnborough Air Show’ was 
described by J. M. Boom, managing 
Harris actually began in advertising director of Boom Ruygrok, who 
as long ago as 1908. At that time publish Avia/Vliegwereld, stated to 
one had to work hard to convert a be the only aviation magazine in 
client to the idea of advertising. He Holland. Although this journal ts 
must have done it pretty well for his only a small part of the firm’s ac- 


firm is still doing business with — tivities, it is Mr. Boom’s pet; he 

many of its original clients. says that selling space in it is his 
A vice-president and past vice- hobby. 

chairman of the King George It has a sale of about 13,000, 


Hospital, Hford, Mr. Harris has had 
the honour of being presented to 
seven members of the Royal Family. 

His two sons have been directors 
of Harris Advertising since its in- 


and most of the advertising is placed 
by British aeronautical firms. Joshua 
B. Powers Ltd. exclusively represent 
Avia! Vliegwereld here and in the 
U.S. 


CHANGE | 


FOR THE BETTER 


Even in these days of limited appropriations 
and higher advertising costs, the space buyer 
finds means of adding ‘ the better’ media. 
There is reason to include ‘ THE UNIVERSE’ 
under this heading, for its constant rise in net 
sales can only emphasise the value of the 
editorial columns and the consequent increase 
in pulling power of advertisements. 


ABC Sales Jan.— June 1955 
237,889 copies weekly 


* The Universe ’ interests the whole family. 


Buy in the right market and get 
QUALITY : QUANTITY * RESULTS 


at 40/- per s.c. inch 


No national appropriation is complete without 


BREAMS 


KIELD HOUSE BUILDINGS LONDON  E.C.4. 


One-man crusade 
for colour 


i ST back from a short business 
visit to London is C. J. (‘Jimmy’) 
Furlong, advertisement manager of 
the Irish Press and the man who is 
determined to put colour into Irish 
newspaper advertising. What started 
as a one-man crusade for colour 1s 
gradually catching on, and “Jimmy” 
Furlong is the man to speed it up. 

Born and educated in Dublin he 
spent a short time in Brighton in 
such diverse occupations as accoun- 
tancy and engineering before return- 
ing to Ireland and finding his truc 
metier in advertising. 

He was ten years with the 
O’Kennedy-Brindley agency, being 
elected a member of the Institute of 

Incorporated 
Practitioners 
in Advertising 
in 1931. Two 
years later he 
joined the 
Irish Press as 
© advertising 
representaluive, 
graduating to 
the swivel 
chair of the 
advertising 
manager in 
succession to 
Jack Dempsey 
(now general 
manager) four 
years ago. 

For a number of years he lectured 
on “Advertising Campaign Planning 
and Marketing” in the Dublin High 
School of Commerce. 

A six handicap golfer—his handi- 
cap was lower “once upon a time” 

“Jimmy” Furlong also enjoys the 
somewhat quieter pleasure of fish- 
ing. He 1s mywirried and has a 
daughter aged two-and-a-half. Talk 
to him for a few minutes and the 
talk is quite likely to get around to 
colour im newspaper advertising 
he’s an enthusiast! 


The red-head gets 
her man 


di ST published by Hammond, 
Hammond & Co., Lid. (at 9s. 6d.) 
is The Cause of the Screaming by 
David Elias, an account executive 
with Graham & Gillies. Mr. Elias 
is trying to 
do something 


new in detec- 
tive fiction. 
H ¢ has 


feature a 
young and at- 
tractive  red- 
head named 
Nell Bartlett 
in place of 
the usual 
“tough guy” 
detective. His 
idea is that, since the majority of 
detective fiction readers are women, 


they will unconsciously associate 
themselves with Nell, whose wise- 
cracks and an unshakeable poise 


should also appeal to the males. 

The Gory Details and What the 
Well-Dressed Corpse is Wearing, the 
next books in the series, will appear 
shortly. 
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Carl Bedford (centre) at opening 
of Hove Deep Sea Anglers’ season. 


Champion with 
a rod 


WHETHER fishing for advertise- 
ments and angling for fish require 
the same mental qualities, I don't 
know, but they are certainly present 
in Carl E. Bedford, London man- 
ager, Evening Argus, Brighton. At 
the Brighton Coronation Fishing 
Festival recently he landed not 
merely the winning total of 42 Ib. 
of fish, but also the Coronation 
Challenge Cup and silver medal 
presented by the Fishing Gazette, 
and another medal presented by the 
National Federation of Sea Anglers. 
He got the biggest haul of fish and 
of coarse fish on the Saturday and 
the second biggest on the Sunday, 
against about a couple of hundred 
other competitors. 

r. Bedford, who comes to Fleet 
Street from the seaside each day, 
is vice-chairman of the Hove Deep 
Sea Anglers. 


* * * 


A KEEN sportsman, C. G. W. 
Carter, newly appointed advertising 
manager of E. R. Howard Ltd., has 
played football for West Ham 
United and has a cricket average 
of 50. 

Mr. Carter had three years com- 
mercial art training before joining 
Spratt’s Patent Ltd., at the end of 
the war, to restart their commercial 
studio. After rising to senior assis- 
tant he joined Creators Limited—a 
plastics firm—as advertising and 
publicity manager. Then followed a 
period with the London Art Service 
Ltd., as advertising and general 
manager. 

Before joining E. R. Howard Ltd. 
he was free-lancing as advertising 
consultant and commercial artist. 


Contact 


WEEKS WISECRACK 


“ww 


“But I’m sure the ads. for 
the new baby car con- 
form to the Code of 
Standards.” 
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Twin 1/3d magazines offering a mass family market 


4-9 readers per copy - 3 in 4 readers are married 
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4 in 5 married readers have children 
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A. H. McISAAC: ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD 8/10 TEMPLE AVENUE~-LONDON EC4: CENTRAL 3514 | 
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STOREY EVANS & CO. LTD. 
USE 


FOR 
W.P. BUTTERFIELD LTD. 


Manufacturers of the) 


BUTTERFIELD 


STAINLESS 
STEEL 
EQUIPMENT 


to reach makers of preserves, 
pickles, milk products, soup, 
sauces, etc. 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.|! 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manuiacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 
9 EDEN ST + LONDON - N.W.1 
EUSton 5911 


Current Advertising — 


Ad. scheme for 


A soup sold in bar form is being 
launched in this country by Quorn 
Specialities of Leicester. Made in 
Sweden, where it is stated to have 
captured three out of five soup sales 
throughout the country in three 
months, it will be marketed under 
the name of Quorn soup. 

The Leicester office of Gee Ad- 
vertising Ltd. are handling the ad- 
vertising which at the moment is 
confined to full pages in the trade 
press with the slogan “Break off a 
plate of soup.”’ But a test campaign 
will break in the Lincolnshire Echo 
next week with a series of ads. 
Starting with an 11 in. d.c. space 
and building up to a half-page. It 
will be in the nature of a teaser 
scheme. 

Four flavours are being marketed 
at present—tomato, chicken, vege- 
table and celery. They are packed 
in brilliantly coloured wrappers to 
attract attention not only in windows 
and on counters but in self service 
stores. The bar can be broken up 
into five pieces to make five plates 
of soup. 


Kellogg-Cadbury 


. . . 
joint campaign 

The Kellogg Co. and Cadbury's 
are tying up on a joint advertising 
scheme breaking this week. Colour 
pages have been booked in general 
interest and women’s weekly maga- 
zines. 

The ads. feature Kellogg's corn- 
flakes and Bournville cocoa in a 
recipe for Chocolate Krackolates, 
which are made substantially from 
the two products. 

This is the first time the two 
firms have run joint advertising. 

The scheme is being handled by 
the J. Walter Thompson Co., Ltd., 
and Colman, Prentis & Varley Ltd. 


300 per cent bigger 


. . 
appropriation 

FE. R. Howard Ltd. will shortly be 
launching a campaign three times as 
large as they have ever run before, 
to introduce a new product—-Topps 
furniture cream. 

A wide range of media will be 
used, including national dailies and 
Sundays, provincial mornings, even- 
ings and wecklics, Radio Luxem- 
bourg and point of sale material. 

Initial trade press advertising is 
now breaking. The account is 
handled by Sells Ltd. 

The advertising will stress the 
fact that Topps contains Silicone, 
an ingredient which is also used in 
the company’s Autobrite car polish. 


Free Enterprise 


—part two 

The second part of the current 
Free Enterprise campaign, which 
has the theme of “youth” has been 
launched using full pages, 13 in. 
across five column positions and 
smaller spaces in the Daily Herald 
and the Daily Mirror. 

The first section of the campaign 
featured nine leading sportsmen, 
The ads. now make a more general 
approach picturing two teen-agers 
with the slogan: “What sort of 
Future for you?" 

The Free Enterprise campaign is 
handled jointly by C. R. Casson 
Ltd. and F. C. Pritchard Wood & 
Partners Lt 


soup by the bar 


| Shampoo launched 
in Sunday press 


Heavy advertising is planned for 
a new liquid lanolin shampoo being 
launched by Evan Williams. 

The consumer campaign, handled 
by Austin Knight Ltd., breaks this 
week-end with large spaces in the 
national Sunday newspapers. 
Women's magazines will also be 
used extensively. 

A display outer has been designed 
to hold three dozen sachets which 
retail at sixpence each. 


H.P. take space 


in three areas 

Three provincial campaigns are 
being launched by H.P. Sauce Ltd. 

A three-month scheme for H.P. 
ketchup is now starting in Scotland 
using posters and I1 in. d.c. spaces 
in newspapers. Spaces in provin- 
cial newspapers in the north-west 
are being booked for H.P. pickle, 
while 4 in. d.c. spaces are being 
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7-Up sales area 
extended 


Distribution of 7-Up has been ex- 
tended to Hampshire, Berkshire, 
Wiltshire, Oxfordshire, Dorset and 
Devon. Later marketing will take 
in Cornwall, Gloucestershire. 
Somerset, Monmouthshire and 
Glamorgan. Only trade press adver- 
tising is being run at present. 
agents are G. Street & Co., Ltd. 


Countess campaign 


October 12 is the starting date for 
the first national campaign for the 
new County Perfumery hair condi- 
tioning cream, Countess. Women’s 
weekly and monthly magazines will 
be used and there will be advertising 
in 1,600 cinemas throughout the 
country. Young & Rubicam Ltd. 
are the agents. 


‘Fresh fish’ 


Following a_ successful pilot 
scheme run on similar lines in 
Bristol last year a new campaign is 
Starting with half-pages in the 
London evenings to-day (Thurs- 
day) for MacFisheries Ltd. 

The ads. will carry the slogan: 
“MacFish—Fresh Fish.” All the 
150 branch managers in the London 
area have been to the MacFisheries 
sales training school at Reading to 


taken for H.P. sauce in the Mid- 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Bairns-Wear Ltd., makers of knitting wool and children’s 
wear, to Gee Advertising Ltd. (Leicester) (from January 1, 1954); 
Joseph May & Sons Ltd., makers of Maenson suits, to Saward 
Baker & Co., Ltd, (national and provincial press, display 
material). 


NEW ACCOUNTS: 


Ernest Wilson (Drapers) Ltd., Herbert Alexander & Co., Ltd., 
engineers, and M. Glover & Co., Ltd., engineers, for Bennett 
Williams (Advertising) Ltd. (Bradford); Topps, new E. R. 
Howard Ltd, furniture cream, for Sells Ltd.; Texweld Products, 
makers of a new adhesive, for Howards Press Advertising Ltd. 
(Manchester); Quorn soup bars for Gee Advertising Ltd. 
(Leicester), 


NEW CAMPAIGNS: 


Horatio Myer & Co., Ltd. (Stuart Advertising Ltd.) London 
bus sides; Berry’s Electric Ltd. (S. T. Garland Advertising Service 
Ltd.) ads. for new Raydair heater in national newspapers, 
monthly magazines, electrical trade and architectural press; 
Kellogg's cornflakes and Bournville cocoa (the J. Walter Thomp- 
son Co., Ltd., and Colman, Prentis & Varley Ltd.) joint scheme 
in general interest and women's magazines; Jell-O (Young & 
Rubicam Ltd.) colour ads, in national weekly and women’s 
magazines, and, as soon as sugar is de-rationed, posters and 
local press; Evan Williams liquid shampoo (Austin Knight Ltd.) 
large spaces in Sunday newspapers, women’s magazines and 
trade press; R.A.F. Recruiting (A. W. Newton Ltd.) posters in 
London and the provinces; Koray (R. S. Caplin Ltd.) national 
daily newspapers, the Star, London buses and Underground; 
Cadbury's drinking chocolate (Colman, Prentis & Varley Ltd.) 
large spaces in the national press and film advertising; 
Robertson’s mincemeat (Willings Press Service Ltd.) national! 
and women’s magazines, national dailies and Sundays, and trade 
press; Free Enterprise (F.C. Pritchard, Wood & Partners Ltd. 
and C. R. Casson Ltd.) Daily Herald and Daily Mirror; 
Batchelors peas (Mather & Crowther Ltd.) national dailies, 
Radio Times, \oca\| and trade press: Rosecroft dresses (Saward 
Baker & Co., Ltd.) monthly magazines and trade press; Ronson 
lighters (Mather & Crowther Ltd.) national dailies, Radio Times; 
H.P. ketchup, pickle and sauce (Mather & Crowther Ltd.) pro- 
vincials in Midlands, north-west and Scottish press; MacFisheries 
(Mather & Crowther Ltd.) London evenings. 


PUBLIC RELATIONS ACCOUNT: 
Smiths English Clocks Ltd. for John Dannhorn & Partners. 


receive briefing on the new cam- 
lands. Mather & Crowther Ltd. paign. The agents are Mather & 
are the agents. Crowther Ltd. 
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ha 


+... symbolises the teen-ager’s carefree approach to life’s problems. Her zest for living, 

_ her self-assurance—the enviable possessions of youth—here is proof of independence 

which is the source of real buying power. Clothes, beauty, and entertainment are 

her interests, and HETRESS the magazine which provides her with the up-to-the- 

? - minute information and advice on them. If you've something to sell this modern 
> 4 i young woman, sell it through the magazine which caters exclusively for her. 


~T 


NWEIRESS 


Advertisement Manager : George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED, 4 Bouverie Street, London, E.C.4 Phone: Central 1732-3 
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ADVERTISER'S WEEKLY 


Publications News and Notes 


Commission and 
rates up 


From January 1, the Southern 
Publishing Co., Ltd., will raise its 
agency commission from 10 per 
cent to 124 per cent, plus an ad- 
ditional 24 per cent discount if 
accounts are paid within 30 days. 
This applies to all four papers in 
the group, ic., Sussex Daily 
News, Evening Argus (Brighton), 
Brighton & Hove Gazette, and 
Southern Weekly News. 

On the same day the Evening 
Argus will raise its ordinary run- 
of-paper display rate from 15s. 
to 17s. 6d. s.c.i. and guaranteed 
position from 17s. 6d. to £1. 

* # gf 

The National Sunday School 
Umon celebrates its 150th anniver- 
sary in October and this event will 
be reported in detail, with many 
illustrations, in a specially enlarged 
edition of the Union's official organ, 
the Sunday School Chronicle of 
October 22. 

* ¥ H 

The Times Weekly Review breaks 
into new ground by publishing to- 
day (Thursday), as part of its regu 
lar issue, a 16-page illustrated 
Survey of the Leather Industry to 
mark National Leather Week. 

* ” * 

The current issue of Drapers’ 
Record includes a 32-page supple- 
ment on shopfitting. 


Look Lively - with 


Pytram 


three - dimensional 


are renowned 
for these amazingly life-like 
models. 


October issue of Boy’s Own Paper 
carrics 36 pages of advertisements 
representing 105 advertisers, and 
placings by 42 agencies. Excluding 
special Christmas issues, this total 
has not been exceeded in the 74 
years of the paper's publication. 

sa * * 


A big sales drive is planned in 
the Birmingham area for Weekend 
Novel magazine. It will be sup- 
plied on sale or return until Novem- 
ber 1. 

* * 

First issue of a new monthly 
journal, to serve the needs of office 
workers, is announced for Decem- 
ber 17, dated January. Called 
Office Magazine, it is being pub- 
lished at Is. by Current Affairs Ltd. 

* * 


An airmail edition of Confection- 
ery Production has been introduced 
for overseas subscribers. The ser- 
vice has started with this month's 
issue. All copies going beyond 
Europe will now go by airmail. 

# & ¥ 


The story of a man who escaped 
four times from the Germans—the 
fourth time successfully-—is being 
scrialised in the Birmingham Even- 
ing Despatch. An intensive poster 
coverage of the circulation area is 
planned. 

* . * 

The bi-monthly Master Detective 
and True Detective are to be pub- 
lished monthly. 

* ¥ * 

October issue of Ideal Home is 
the biggest, and carries the greatest 
volume of advertising since the war. 


provide the kind of attraction that puts the sale into 
point-of-sale. 


Moulded in rubber and perfect in every detail, they | 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD," NEW MALDEN, SURREY 


Telephone : MALDEN 3225/7 


PROMOTION 
SHOTS. ... 


Another rhyming promotion piece 
for Courier from Doris Richardson, 
director, Norman Kark Publications, 
is wrapped round a small bottle of 
cognac. 

Recipients are treated also to a 
few thoughts on quality, and the 
verse concludes: 

We hope, on reflection, 

You'll find the connection, 

"Twixt “Courier,” Cognac and 

Best. 

In your next allocation 

Scorn gross circulation. 

Choose Quality and shorten 

your quest. 


A hard-selling 


. 
Christmas 

“The Newnes Group has planned 
a hard-selling Christmas for adver- 
tisers!”’ 

rhis is the headline on a folder 
listing the Christmas numbers of 
various publications of the group. 

All colour space in the Christmas 
issues of Newnes publications has 
now been sold, and all space has 
been booked in the Christmas issue 
of Woman’s Own. 


WHETTING THEIR 
APPETITE 


A sprig of hops has been sent 
to advertising agents in London 
and the provinces by the “Kent 
Messenger.” 

The paper says it is often 
asked what a hop looks like, so 
it is sending some round. An 
accompanying letter gives in- 
teresting information about the 
history of Kent, and hop picking. 
And it says nothing about ad- 
vertising. . . . 


Quotes from five advertisers - 
H. Berstean (Hershelee) Ltd., Coty 
(England) Ltd., Dorville, Roecliff 
& Chapman, and Frederick Starke 
Ltd. whose advertisements have 
pulled well are included in a 
brochure to be distributed to ad- 
vertisers and advertising agents by 
Amalgamated Press for Woman and 
Beauty. A copy of the October 
issue, which has 61 pages of ad- 
vertisements, will accompany the 
folder. 

* * * 

The first of a serics of articles on 
men’s fashions appearing in Lilliput 
has been produced in booklet form 
and sent to 500 manufacturers and 
400 advertising agencies. 

+ «* * 

A promotion shot for Modern 
Woman is a folder with a kitchen 
scene on the cover. Recipients open 
the kitchen door to find 120-page 
October number of the magazine 
inside. 

* * 

A mailing shot in the form of a 
mock British “passport” is being 
sent to advertising agencies and 
prospective advertisers by the 
Mining Journal. The name of the 
recipient is written in a white panel 
on the front cover of the “‘passport” 
which is overprinted with the mes- 
sage: “Your passport to the mines 
of the world.” Inside is listed 200 
firms who advertise in the journal. 

* * * 

An average of ten people read 
each copy of Life International, 
states a promotion booklet The 
Facts of Life International. Ten 
questions about its advertising poten- 
tial are answered. 
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We Hear 


David Allen & Sons Ltd. have 
acquired the poster advertising busi- 
ness of M. A. Lister, which operates 
in the County of Durham. 

¥ * # 

The Daily News Ltd. inter-depart- 
mental cricket shicld was won by 
the News Chronicle advertisement 
department, who beat the Srar 
editorial department by 23 runs at 
Morden on Sunday. 

~ * * 

A three-dimensional counter dis- 
play card is being introduced by 
Thomas French & Sons Ltd. for 
their Rufflette curtain runway. 

* % 

Lynton and Lynmouth are to 
spend £450 on railway and press ad- 
Vertising next year. 

* # * 

W. S. Crawford Ltd. darts team, 
captained by Fred Folkerd. beat 
Colman, Prentis & Varley Ltd., led 
by Fred Hearn, 2—1. 


Rum signing 
Puerto Rico rum promotion ad- 
vertising in the U.S.A. will be 
handled by Hewitt, Ogilvy, Benson 
& Mather Inc. with effect from 
November 1. 

* * Y 
Will Samuel of William Samuel & 
Company (London) Ltd., who was 
unable to attend, was among 
those who sent a cheque for £5 to- 
wards the appeal made at the Two 
Freds’ cricket match in aid of 

N.A.B.S. 


* * & 

Dudley Turner’s XI beat S. H. 
Vincent's by one wicket in the 
annual inter-staff cricket match of 
the Dudley Turner & Vincent 
agency. 

* * 

Newly elected members of the 
Incorporated Society of British 
Advertisers are: Charrington & 
Co., Ltd., Ind Coope & Allsopp 
Ltd.. The Isle of Man Tourist 
Board, and Mitchell Engineering 
Ltd. 

me ¥ * 

S. H. Benson Ltd. cricket XI won 
their last match of the season against 
A. C. Nielsen & Co., Ltd., on the 
Merton College ground at Oxford, 
by 9 wickets. 


Car rally 


Stuart Advertising Ltd. are hold- 
ing their first car rally next Sunday. 
All car owning members of the staff 
have been invited to enter, particu- 
larly those with vintage models. 

* * 

Road safety slogans are to be 
printed on paper bags supplied to 
traders at Wombwell, Yorkshire 

* * » 

The Minister of Housing and 
Local Government has upheld 
Chislehurst-Sidcup Council's refusal 
to permit the continued display of 
advertisements on the Maidstone 
Road at Ruxley, Kent. 

* * * 

146 business people in Llandudno 
have contributed £416 towards the 
cost of the town’s publicity cam- 
paign for 1954 

* * 

The Pakistan Government has 
accepted an offer by the United 
Kingdom under the Colombo plan 
to provide 35 mm. and 16 mm. 
equipment for advertising films. The 
equipment will be used to facilitate 
the training of Pakistani staff in this 
specialised branch of the film 
industry. 
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CORUNA CLASSIFIED ADVERTISEMENTS: 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display . inch. Minimem, 3 lines. Box Nu 


keen and charge, one line plus 9d. covering postage, etc. Series rates on application: all CREATIVE LAYOUT 


advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Loadoa, E-C.4 . 


Weekly,” 180 Fleet Street, CHAacery 8844 (Ex. 25) P 
. ARTIST Required 
energetic APPOINTMENTS VACANT q 


Situations Vacant: “The engagement of persons answering these advertisements musi In a well established 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment Birmingham Agency A 
representative required... Agency if the applicant is a man aged 15-64 inclusive or a woman aged 18-59 inchosive ‘ 
with flair for selling— unless be or she, or BR ae is —— rf the provisions of the wide and varied experience 
SALES PROMOTION of producing slick client 
in all its forms. roughs of a high standard 


eee for General and Technical 
S T U D | O | R VW | N accounts is necessary. 

Facilities he will offer : ' eee . 

include: have vacancies for artists specialising Finished artwor we asset 

. i : : but not essential. A worth- 

ice ° Display in the following while permanent position 


Remuneration will be by STILL LIFE e LETTERING for a suitable man. 


salary and commission. Box 5527 


RETOUCHING Advertiser's Weekly 180 Fleet $1 C4 


Applications to: 


The Sales Manager, Permanent and well paid positions for the REPRESENTATIVE required by display 
Oorganisatlo proaduang cambditic 

ASTRAL ARTS right people. stands, multiple displays and screen 

GROUP LTD printing og to 

. P 55 as 7 

a Se Hea Gees. Only FIRST CLASS artists should apply. We ENO TONRON aueNecy 
. P iny ‘ catio o c emocd 

London, W.1. Write or telephone for appointment to : eon He hy 

GRO 8711 (10 lines). —— = . .. geceee Sen soem 
STUDIO IRWIN LIMITED to handle necouate of & Generel aatuse. 

Consideration would be given to ap 

YOUNG PRODUCTION ASSRSTANT IRWIN HOUSE, GOUGH SQUARE, LONDON, E.C.4 - CiTy 2171 Plicants holding advertising positions in 


the motor or oil industries. The suc 
required tor copy detail work in Pub- cessful applicant must be capable of 
licity Department Phone ROYAT 


721. Ext 7444. f : : discussing and planning all stages of 
-<« x nsion « or a omtmen j 
or write to CWS. Ltd, 99 Leman | ARTIST (Male), fully experienced, ver- | TOP-NOTCH PROCESS and Negativ: Fa pa gy Be ge EAR 
Street. E.1 satile layout man, capable of complet- Retoucher wanted. Chiefly fashion and Group Head This is an attractive and 
PRODUCTION MAN required for West- ing to finished artwork. Colour printers industrial Excellent opportunity tor permanent position with pension and 
minster technical advertising organisa- modern studio John Osmond & Co., 200d all-rounder. Transatlantic News bonus schemes 
tion specialising in colour designs se, peneee House, W.C.1. TER Ltd, 1 Dover Street, W.1. GRO 2415 Box 5466 Ad) Weekly 180 Fleet St E4 
Applications are invited from men - = . a 
who have real experience in process FIGURE ARTISTS, experienced in line, 
or allied trades, S-day weck. Please tone and colour work, who can justify 
write to a salary £2,000 per annum, are invited 
Box 4479 Ad. Weekly 180 Fleet St EC4 to apply for a permanent position on 


the staff of a large studio in London 
Write to the Managing Director for 


A GOooD POSITION appointme nt 


m oe 
4 Box S573 Ad. Weekly 180 Fleet St FC4 - 
enaien 0 posng Chonsivn Vinaiiiver who nanoececan MeCa n n-Erickson 


tising Agency or Studio 


. Write giving full particulars to TOP GRADE ADVERTISING LIMITED 
ecretary, 

ARMSTRONG-WARDEN, LTD., , 

69, New Oxford Street, W.C.1 1? ' G U R E require 


LAYOUT. Artist required for established A RQ : | 
London Agency Must be capable of 


producing high-class layouts for clients’ 


presentation. Previous agency experi 
ence essential. Full particulars to Must be good modern 
Box 5632 Ad. Weekly 180 Fleet St EC4 


Stylist with creative 


ability. Apply in writing This is a job for an unusual combination of talent. We 
EXPERIENCED AGENCY giving qualifications to— require top level creative layout planning and ideas, 
with the ability to produce finished roughs. This demands 
THEATRE PUBLICITY LIMI 
TYPOGRAPHER FILM HOUSE, WA geo a ig a y figure — and a full apprecia 
wanted by tion of lettering and typography. 


FIRST-CLASS VISUALISER and Layout 


Artist required in Leading London 
Studio: Must have ability to produce LAYOUT MAP 
ideas and finished roughs. Ideal and 
progressive opening for suitably experi- 
enced applicant. Write in confidence: 


We need a working Box S566 Ad. Weekly 180 Fleet St BC4 An extremely versatile sense of design is wanted, 
s embracing a keen understanding of typography and 
; WRIGHT ARTS LTD. ’ 
r r ' 
typographer, used to getting require lettering and the ability to produce finished roughs. 
FURTHER EXPERIENCED 
the best out of visuals GENERAL | ARTIST CAP. - 7 4 
. ABLI oO AM IneT “CLASS ease write for an appointment Stating experience an 
and adaptations. WORK ; = sae ccccemacscii 
Write or Phone salary required. 
P Studio Manager, 
Phone for appointment 49 OLD BOND STREET, W.1. Gemeral Manage 
M: e 
GROSVENOR 751! EXT. 18. a eee ape wer 
TECHNICAL ARTIST WITH FinstT- McCANN-ERICKSON ADVERTISING LTD. 
4 CLASS EXPERIENCE requires — ' 
vg PARTNERS LTD. Loudon Aten: Mast be enpette’cf cog Brettenham House, Lancaster Place, W.C.2. 
cuting finished perspective drawings 
38, Park Street, London, W.1 from Blue-Prints in line and half tone. 


Top salary. Write 
Box 5565 Ad. Weekly 180 Ficet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


Are you the Artist we APPOINTMENTS VACANT . 


are looking for? Situations Vacant: ‘The engagement of persons answering these advertisements munt 

be made through a Local Office of the Ministry of Labour or a Scheduled Employm at 

Leading Midland Advertising Agency Agency if the applicant is a man aged 18-64 inclusive or a wowran aged 18-59 inclusive 

requires a top-line artist ‘a niliar with unless be or she, or the employment, is ¥, ~d from the provisions of the 
all reproduction techniques and with Notificati ay Order 195) ’ 


advanced ideas on layout and production. 


Ability to create rough visuals into lively 
layouts and to produce finished drawings 

lettering and general jilustration 
work to a high standard. This is asking 
a lot but the salary we offer will satisfy 
the right applicant who must be pre- 


COPYWRITER WANTED 


pared, if necessary, to move his home for London Office 

to open we for the rest of his career. 

With application please provide factual = 

evidence of capabilities of world-wide advertising organisation 
Box 5568 


Advertiser's Weekly 140 Fleet St EC4 


COMPETENT PERSON REQUIRED, ABe * oreterably under 30. 


full or spare time, for regular well-paid 


Box 5576 Ad. Weekly 180 Flect St EC4 


work. Knowledge of football pools Experience : at least three years with good agencies on National 
accounts. 


publications and operating instructions 


design experience preferable; writing 
experience essential. Apply giving full 
particulars of age, experience and 
salary required to the Personnel 


his talents merit, 


Qualifications : a versatile but practical mind; good education, ability 


TECHNICAL (which he will be asked to prove) to turn out first-class 


work, on a variety of interesting national accounts, 


and to fit in amicably as a member of a creative 
WRITER team which has been told abou: this advertisement. 
to assist in the preparation of technical F * excellent. The successful applicant will be paid what 


encouraged to make all the progress of which he is 
for electrical and electronic apparatus capable. He should write, enclosing no or 
and magslips. Degree or H.N.C.; some testimonials, to: 


Box 5465 ADVERTISER'S WEEKLY, 180, FLEET ST. E.C.4 


will be worked hard and will be 


Manager, YOUNG TYPOGRAPHER with good 
sense of design required. Capable of 

MUIRHEAD @ CO., LTD., Preparing adaptations. Write or phone 
Precision Electrical Instrument Makers, Smee’s Advertising Ltd. 3/5 Duke 


Street, W.1. WELbeck 0774 


FULLY EXPERIENCED RETOUCHER 
REQUIRED: Must be first-class Artist 


Beckenham, Kent 


FIRST-CLASS expericnced lettering artist accustomed to handling top-grade 
required. aaeeine varicty of work. work. Highest salary and permanent 
ng eck position. Write in confidence: 

Box 5531 Ad. Weekly 180 Fleet St EC4 Box 5564 Ad. Weekly 180 Fleet St BC4 


LAMBE & ROBINSON 


have a vacancy for a 


YOUNG 
LAYOUT MAN 


He will be required to 
Produce convincing visuals and carry them 
to layout stage. 
Prepare practical working layouts for type- 
setting and engraver. 
Salary must depend upon experience and ability. 
The Agency is expanding: prospects are good. 


Please telephone for an interview with 


THE ART DIRECTOR 


LAMBE & ROBINSON LTD. 


169 REGENT STREET, LONDON, W.I + REGENT 4762 


| 


STRIP FREE-LANCE ARTIST, space, 


adventure, first-class only. State ex- 
pericnce. 
Box 5583 Ad. Weekly 180 Fleet St BC4 


ASSISTANT TO PUBLICITY MANA- 


GER required by leading chemical 
manufacturers in Lancashire. Preference 
will be given to applicant with experi- 


ence in copy-writing of technical litera- | 


ture and with knowledge of German 
Please appiy. with full details of 
educational background, age and ex- 
perience, to 

Box $481 Ad. Weckly 180 Fleet St EC4 


CREATIVE 
MAN 


an exceptional opportunity for a 
creative advertising man, age about 
35. A well-known West End Agency 
requires a really sound copy-layout 
man who will work directly with 
the creative Director. He must 
have experience of all kinds of adver- 
tising and be able to plan and discuss 
a scheme at client level. This is an 
attractive and permanent position with 
good commencing salary, prospects and 
ideal working conditions. Write giving 
details of experience and salary re- 
quired to 


Box 5587 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE wanted for London 


Printing Agency, situation would suit 
someone with established connections, 
who will fing it easier to control his 
business with backing in this form. 
Terms by arrangement. Write in con- 
fidence to 

Pox S513 Ad. Weekly 180 Fleet St EC4 


SepTEMBER 24, 1953 


AN ASSISTANT 


aged 25-30, is required by the 
|| Managing Director 


| | ofa well-established and develop- 
| | ing Organisation, manufacturing 
| | branded proprietary and other 
| | preparations, with headquarters 
| | in Manchester. 


| | The position calls for a sound 
practical knowledge of printing 
and packaging with particular 
emphasis on their relation to sales 
and advertising and it is more 
than likely that the right man 
will have gained the experience 
required in the mail-order field 
or as an assistant in an advertising 
| | department or advertising 
agency. 

The job offers real scope for one 
who is keen to get on; has 
confidence in his own ability; 
is willing to assume responsi- 
bility and who can work as a 
member of a_ well-integrated 
team possessing just such qualities 
and to whom the success of 
the Organisation is a common 
aim. He will learn a lot about 
selling and his progress will be 
in direct relation to his contri- 
bution to the progress of the 
Firm. 


Your application (which will be 
treated in strict confidence) 
should say why you think you 
are fitted for the job; give brief 
but full details of your experi- 
ence and personal background; 
state salary required; and should 
be addressed marked ‘‘CON- 
| FIDENTIAL” to MANAGING 
DIRECTOR: 


Box 5555 
Advertiser's Weekly 186 Fleet St EC4 


OPENING OCCURS IN PUBLICITY 
DEPARTMENT for young artist with 
some studio experience. Appl cants 
must have completed National Service 
and preferably an active member of the 
Scout Movement. Write stating age, 
qualifications and salary required to 
Administrative Secretary, Boy Scouts 
Association, 25 packtaghess Palace 
Road, London, S.W.l 

| TWO ARTISTS required by large Adver- 

tising Department situated in Welwyn 

Garden City. Both must be fully experi- 

enced in retouch ng icttering. 

Pleasant working conditions. a S-day 

week and the position is pensionable. 

Send details of past experience (no 

specimens in first place) together with 

indication of salary required to 

Box 5615 Ad. Weckly 180 Fleet St EC4 


PRINTING 


A FIRST CLASS REPRESENTATIVE REQUIRED 
for the London Area 


The position calls for a man with outstanding selling ability, He 
must have a good knowledge of Photo Litho Offset and full Colour 
Letterpress Printing. His experience should include live contacts 
with top level print buyers in London and Greater London- 
A four-figure salary would be considered for the right man. 
Please state fullest particulars, when replying, in confidence, 
to Mr. L. E. Barrett, Director, PETTY & SONS LTD., WHITEHALL 


PRINTERIES, LEEDS, 12. 


’*Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


ADVERTISING AND 
MARKETING 


Nationally known Company 
marketing branded household 
products, require 


YOUNG MAN 


(20 to 30, having completed 
National Service) as Assistant 
in Advertising Department. 
Successful applicant will be 
made responsible, after training, 
for advertising, marketing, and 
sales promotion of one or more 
of the Company's brands. 
Applicants should _ essentially 
possess high intelligence (not 
necessarily academically trained) 
with the ability to absorb train- 
ing and assume responsibility— 
this will be considered more im- 
portant than previous experience. 
Salary range will be approxi- 
mately £500-£600 per annum. 
Write giving full particulars to 
Advertising Manager 
Box 5610 

Advertiser's Weekly 180 Fleet St EC4 


YOUNG GENERAL ARTIST wanted 
for studio of Advertising Agency. Must 
be versatile. and have had similar ex- 
perience. Write, phone or call, Crane 
Publicity Ltd., Quality House, Quality 
Court, Chancery Lane, W.C.2. CHAn- 
cery $287 


AN ADVERTISEMENT REPRESENTA- 
in- 
)ournal 
for a position with possibilities for the 
Outstanding re- 
be adequately 


to 
Weekly 180 Fleet St EC4 


TIVE 
dustry 


with a knowledge of British 
required by specialised 


future A man of 
source and ability will 
remuncrated. Write 

Box 5571 Ad 


AN OPPORTUNITY 
For two young lady Artists with 
creative ability and definite ideas of 
their own. A leaning towards Fashion 
and Store advertising an advantage. 
"Phone for appointment 

PRESS ART SERVICE LTD., 
11/13, Se. Bride Street, Fleet Street, 

E.C.4, Central 3402. 


GENERAL ARTIST, 
perienced, required for Fleet 
studio. Should be good at 
wertsement layouts, 
finished artwork for 
line and wash. Write, in 
fidence, experience, age 
quired to Art Director, 
cations Ltd, 180 Fieet Strect, 
or ‘phone Chancery 8844, Ext 
appointment 

PRODUCTION MAN with 
agency experience 
to handle 


aged 25-30, 


lettering 


strict 


EC4 


high-class sales literature 


Must have sound knowledge of process 
Write fully stating 


work and type faces 


age, experience, salary required to 


Box 5633 Ad. Weckly 180 Ficet St EC4 


ex- 
Street 
press ad- 
and 
reproduction in 
con- 
and salary re- 
Business Publi- 


131, for 


previous 
for London Agency 


| 
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CLASSIFIED ADVERTISEMENTS 


STUDIO IRWIN TECHNICAL LTD. 


have vacancies for 


FIRST-CLASS TECHNICAL 
ARTISTS 


Must be widely experienced with good working knowledge 
of engineering. Excellent opportunities for the right men. 


Also 


vacancies for good 


JUNIOR TECHNICAL 
ARTISTS 


Write or telephone for appointment to: 


STUDIO IRWIN TECHNICAL LTD. 
11 Gough Square, London, E.C4. + CITY 2171 


AN OLD ESTABLISHED weckly trade 
Journal wishes to contact subscription 
salesmen who wish to handle another 


CREATIVE VISUALISER. Must be able 
to produce quick pencil roughs for 
tolders and advertisements and produce 


Publication. Good commission paid good finished layouts, Knowlecge of 
Please write with full particular to typography and production an advan- 
Box 1591, Frost-Smith Advertising, 64 tage For self<ontained = Publicity 
Finsbury Pavement, E.C 2 Department of well-known Company 
. : manufacturing Heating and Sanitory 
SORTRAND TYPIST, asc 25-35, Te~ Appliances. Offices West End Write 
quired y leading manufacturers in giving details of age, experience and 
NW. London area to assist in the salary required, to 
a age oe 2 ae a. a Box 5589 Ad. Weekly 180 Fleet Si £C4 
cants shouk ave iiterary ability anc : 5 a 
writing experience. Some knowledge of > pg ie + ‘ag F = 
printing and layout an advantage ife and lettering, required by London 
Write giving age, education and ex- Advertising Agency studio Write in 
perience to , first instance, giving past expericnce 
on $570 Ad. W 80 Flect § . and salary required, to 
— ad. Wernty 550 Vest 8: BOS Box 5586 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


OSBORNE - PEACOCK 


require a 


TYPOGRAPHER 


with considerable experience 
in press advertisement typo- 
graphy and adaptations. 


Given a rough and finished 
art work he should be able 
to produce clear and precise 
type markups. His knowledge 
of type and printing processes 
should enable him to work in 
collaboration with our design- 
ers to produce outstanding tech- 
nically flawless advertisements 
and intelligent adaptations. 


Please write, giving details of 
experience, age, salary re- 
quired, and when available for 
interview to the Art Director, 


OSBORNE -PEACOCK CO. LTD. 
26a Albemarle Street, W.! 


JUNIOR 
layout 
edgc 


ARTIST required for printers’ 
and adaptations 
of typography and one 
agency experience essential. Applicant 
should be capable of producing Slick 
client's layouts when necessary. Apply 
for interview to Studio Manager, 
Stephens Advertising Service, 11, 
Court, Lincotn's Inna, W.C.2. 


PROCESS BLOCKS 


Buying Department 
Vacancy, Central London, for man 
fully experienced in purchase, 
progress control and checking 
costs of process blocks. Know- 
ledge of printing an advantage. 
Age group 23-28. 

Write fully in confidence, age, 
experience to date and salary 
required to: 

Box 5609 
Advertiser's Weekly 180 Fleet St EC4 


class advertising man. 


assistant to the Art 


WANTED ALIVE! Young Publicity 
man, with leaning towards copywriting, 
for large N. London engineers. Suc- 
cessful applicant required 
technical advertising, catalogues, etc 

li also do the odd job in the 
department as others do No fantastic 
salaries paid, but a living wage if 
you're alive. Age, experience, educa- 
tion and salary required to 
Box 4536 Ad. Weekly 180 Fleet St BC4 


is : 
~~~ visualising of 


client. 


McCANN-ERICKSON 


REQUIRE A FIRST CLASS 


ASSISTANT TO PRINT BUYER 


This is an excellent opportunity that calls for some 
previous experience. 
Write with full details to: 


GENERAL MANAGER, McCANN-ERICKSON ADVERTISING LTD. 
BRETTENHAM HOUSE, LANCASTER PLACE, W.C.2 


that the right man 


Art Director 


First-Class Visualiser 


are looking for a 
who is also a first- 
In practice, his posi- 


tion would be that of principal creative 
Director 
man who, upon occasion, could represent the 
Art Director in conference, take over the 
a campaign or, with equal 
willingness, work out the visualising of his 
Chief into a campaign for presentation to 
The position carries a good salary 
and considerable responsibility, which means 


the kind of 


should have had a 


thorough experience of modern advertising 

practice in a first-class agency. 

first place (no specimens) and tell us all 
about yourself, 


Write in the 


RCN 184 Strand London WC2 


’Phone your Classifieds to CHA 8844 (Ex 25) 


Good knowl 
year's 


New 


rrornnenrs vacant 
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CLASSIFIED ADVERTISEMENTS 


MASTERS 

OF SINGAPORE 
WANT TWO 
ARTISTS 


MASTER'S LIMITED, ADVERTISING AND ASSOCIATED 
SERVICES, SINGAPORE, Old-established European 
agency, have these vacancies : 

: . i 


t al 


COMMERCIAL ARTIST ;. 
Experienced commercial artist required as assis- 
tant in Art Dept. Sound knowledge modern 
techniques, reproduction processes. Capable of 
producing original ideas for press, cinema slides, 
posters, booklets, etc. Practical experience in lay- 
out, rough visuals, finished artwork in line, half- 
tone, full colour. Ist class passage provided, 6 
months leave on basic salary after 3 years. 
Provident fund, free medical attention. Salary 
commensurate with experience, ability. Interview 
by executive of company now in London. Apply, 
with full details of personal history, past and 
present employers, to 


«a BA 


Artists, c/o Foote, Cone & Belding Lid., 
27 Hill Street, Berkeley Square, London, W.1. 


LAYOUT ARTIST 

Experienced layout artist required, able to carry 
through to finished stage for processing. Ist class 
passage provided, 6 months leave on basic salary 
after 3 years. Provident fund, free medical atten- 
tion. Salary commensurate with experience, 
ability. Interview by executive of company now 
in London. Apply, with full details of personal 
history, past and present employers, to— 


Layout, c/o Foote, Cone & Belding Ltd., 
27 Hill Street, Berkeley Square, London, W.1. 


APPOINTMENTS VACANT» 


Situations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inchusive 

he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


LONDON EVENING ARTIST 


First-class layout and finish, for free 


N EW S P A P E R lance advertising work. Living near 


Golders Green. Splendid opportunity 
for experienced man with original ideas. 


requires Letters Only to: 


experienced B. B. ADVERTISING 
TIST 8, Victoria Road, London, N.W.4. 
AR | ARTIST required for Agency Studio 


| 

| Must be first-class man, preferably with 
VISUALISER | at least ten years’ studio experience 

| 

| 

| 


Write in first instance giving age, ecx- 
for perience, salary required, to 

Box 5634 Ad. Weekly 180 Fleet St EC4 
PUBLICITY DEPARTMENT NEW INTERNATIONAL MAGAZINE 
requires representatives Men of experi- 
ence and ambition wil! find scope for 
Box 5617 their talents. Write giving full details 

Advertiser's Weekly 180 Fleet St EC4 


to 
Box S618 Ad. Weekly 180 Flect S: EC4 


INFORMATION OFFICER = (non-pen- 
sionable) required b Scottish Home 
Department. Must ave good Press 


experience, an interest in social and 

economic conditions, sound knowledge G S GERRARD 

of Scottish conditions and Scottish Ad- e e 

ministration. Commencing salary £760 

rising to £912. Write giving date of LIMITED 

birth, full details of qualifications and 

experience and of posts held, including : 

dates, 9 Appointments Officer, Ministry Require 

of Labour and National Service, 450 

Sauchichall Street, Glasgow, C.2, quot- 

ing ret. GLAS/354, by 14th October, A CREATIVE 

1953 No original testimonials should 

be sent 
YOUNG MAN (carly twenties) to assist VISUALISER 

principal of South Coast Agency. Must 

be all-rounder by training and inclina- 


tion. Applications should give full rele- with understanding of the 

vant particulars : 

Box 5625 Ad. Weekly 180 Fleet St EC4 needs of popular national 
EXPERIENCED AGENCY ARTIST re- advertisers. 

quired for London Agency Shick 

visuals, some finished work, 5-day weck 

Good financial opportunity for really A 


outstanding man 


Box SS&X Ad. Weekly 180 Fleet St EC4 PRODUCTION 
CREATIVE LAYOUT MAN MANAGER 


REQUIRED speedy and accurate, with 
Several interesting accounts provide good knowledge of typo- 
an opportunity for a skilful creative graphy. 
layout man who is interested in con- 
temporary design and, possibly, has r ni 7 
had some copy experience. Men who Write giving details to 
at the moment may not be working > , 
at the standard required, but who may ~ The Managing Director 
have the necessary ability, will be G. S. GERRARD LTD. 
considered 

In the first instance write, giving 10 Argyll St., Oxford Circus, wl 


full particulars to: 


SCOTT-TURNER & ASSOCIATES LTD. oa § { Tech 
. treet, London ARTIST required for preparation of Tech- 
17-18, Dover S . » Ww. nical Line Drawings. Call with speci- 
mens at Personne! Department, Gestet- 
LIVERPOOL manufacturers have vacancy er Ltd, Broad Lane, Tottenham, 
for layout and copy man for advertis- _N1 = — 
ing department. Knowledge of printing SHORTHAND TYPIST/COPY CLERK 
Processes and engraving essential required for Technical Pub! shing 
Agency training preferred. Send par- House. Must have knowledge of blocks 
uculars of age, experience and salary advertisement schedules, etc. Full de- 


required to tails to 
Box 5585 Ad. Weckly 180 Ficet St EC4 Box 5619 Ad. Weekly 180 Fleet St EC4 
JUNIOR EXECUTIVE 
wanted for 


LEADING DUBLIN AGENCY 


We have an opening with good prespects for an ambitious 
young advertising man who should have full confidence 
in his ability to handle accounts and who should also be 
able to write copy. 
This is an opportunity to help in work on first-class 
accounts of national and international fame. 
Reply in confidence to: 

Box 5626 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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SEPTEMBER 24, 1953 


CLASSIFIED ADVERTISEMENTS 


EXPERIENCED ARTIST 
quired for large North 
Must have sound knowledge of line 
drawing for catalogue work and 
general advertising. Reply giving age. 
experience, and salary required, to 
Box 5591 Ad. Weekly 180 Fleet St EBC4 


Bentalls 
OF KINGSTON 
Require a 
FIRST CLASS 


PRODUCTION 
MAN 


as deputy to their publicity 
manager, with expert knowl- 
edge of press and print adver- 
tising in relation to the retail 
trade, 


Work amenities include staff 


(female) re- 
London firm 


restaurant, discount on store 
purchases, sports and social 
club. 


Write or telephone for inter- 
view to Personnel Controller. 


ARTIST 
FIRST CLASS 


with wide general experience. Perma- 
nent position. Pension scheme, ideal 
offices, canteen, recreational and 
social activities. Salary acoording to 
ability Write, stating age and ex- 
perience to Advertising Manager, 
Caribonum Ltd., Leyton, London, 
E£.10, or phone for an appointment. 
Leytonstone 3600 

HIGH STANDARD creative lettering 
artist wanted) Not less than twelve 
guineas a week and no top limit for 
real ability mm & A. Eee B08. 5 
Great Newport Strect, W.C.2 

ASSISTANT TO ADVERTISING 
MANAGER required by West London 
Pharmaceutical House Applicant 
should be a young man with energy, 
initiative and a good general knowicdge 
of advertising Copywriting corres- 


pondence and direct mail experience an 


advantage. Salary commensurate with 
experience Write quoting reference 
Q2. to Box 651, Spottiswoodes, $2 


Bedford Row, London, W.C 


We are still looking for another 


reall 
i FIRST CLASS 
LETTERING ARTIST 


The man we want is not urgently 
looking for a job—his services 
are too much in demand for 
that; but he is perhaps wishing 
he had a more congenial atmos- 
phere in which to work, or feels 
that his mastery of an exacting 
craft is worth greater reward. 
He should get in touch at once 
with 


The Studio Director, 


R. F. BLAY LTD., 
10 Gees Court, Oxford St., W.1. 


or ring MAY 5041 
appointment, 


for an 


CATALOGUE PRODUCTION 
out Man required by leading Power 
Press Manufacturers in Midlands with 
experience of technical leaflet and cata- 


and Lay- 


logue design and production Apply 
Publicity Dept.. Wilkins and Mitchel! 
Ltd., The Hollies, Hollies Drive. Wed 
nesbury. S. Staffs 

YOUNG ADVERTISING MAN required 
for London Merchant House. Must be 
versatile, abie to write own copy and 
produce iyouts. Knowledge of prim 
ing and packaging an advantage 
Write giving details of experience and 
salafy required to 
Box “584 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS VACA 


LAYOUT, 
MAKE-LP AND PRODUCTION 
of monthly trade journals. Vacancy 


occurs on group of established quality 

monthlies tor person with experience 

in these duties Commencing £500- 
600 


Box 5627 
Advertiser's Weekly 180 Fleet St EC4 


ESTABLISHED CONCERN, 
in silk screen, seck 
Possibility of eventual 
torship. No investment 
Box S611 Ad. Weekly 180 Fleet St EC4 

PRODUCTION ASSISTANT required 
for West End Agency. Must be experi- 
enced copy detail and despatch, pro- 


extending 
representative. 
working direc- 


gress chasing. Agency-trained; age 23- 
27 Apply giving full details, salary 
required, etc 


, to 
Box 5602 Ad. Weekly 180 Fleet St EC4 


REQUIRED |!!! 

RESPONSIBLE MAN 
able to organise and start a new 
Silkscreen department of an already 
established Display House. Write in 
first imstance stating age, experience 

and salary required. 

Box 5569 

Advertiser's Weekly 188 Fleet 6: EC4 


YOUNG SPACE-SALESMAN 
looking for an opening, where merit 
will be rewarded by promotion and 
salary increases, is required by a well- 
known group of Fleet Street periodical 
publishing companies. Selling classified 
and small display spaces will be the 
preliminary test and, if successful, a 
position selling display space on one 
of the group's periodicals will be ar- 
ranged Commencing salary £7-£8 
Particulars of age and experience to 
Box 5386 Ad. Weckly 180 Fleet St EC4 


CATALOGUE 
PRODUCTION 
MANAGER 


Large London retailer 
Manager for Catalogue 

Applicants who 
extcnsive 


who is 


requires 
Production 
have had recent and 
practical experience in all 
aspects of the work involved should 
apply, giving age, details of all pre- 
vious experience, to 


Box 5575 
Advertiser's Weekly 180 Fleet St EC4 


EVERETIS ADVERTISING 


require 
Junior Shorthand Typist to assist 
account executive Write giving full 
details of age, experience, ectc., to Box 


EA 012, 10 Hertford Street, London, 
w.l 


ADVERTISEMENT MANAGER required 
for Modern Poultry Keeping, the 
well-known weekly poultry paper. Send 
full particulars, statement of experi- 
ence, age and approximate salary 
quired to the Secretary of 
Proprictors of the Journal, Poultry As- 


sociation of Great Britain, Wigton 
House, 206-212 St. John Street, Lon- 
don, E.C.\1, marking envelope ‘‘Per- 
sonal.”’ 

RETOUCHING ARTIST required by 
commercial art studio in Croydon 
Fully experienced in the use of air- 


brush on photographs for reproduction 
Salary £600 per annum, S-day week 
Telephone Croydon 3930 for appoint- 
ment with specimens 

ADVERTISING ASSISTANT (female) 
required by well-known Fleet Street 
group of magazine and book publish- 
ing companies Varied and interesting 
work for which some knowledge of 
make-up and printing is needed. also 
ability to type. S-day week. Particulars 
of age, experience and approximate 
salary required, in strict confidence to 
Box 5636 Ad. Weekly 180 Fleet St EC4 

WANTED. Top Level Production Man- 
ager required for Exhibition and Dis- 
play Contractors Good salary and 
bonus 
Box 462* 


Ad. Weekly 


APPOINTMENT 


180 Fleet St EC4 


VANTED 


LADY aged 22. seeks post as lettering 
artist in City region. 3 years’ experi 
ence m agency 


Box 5578 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT 
London Trade and Technical Journals, 


MANAGER (42) 


top space salesman, experienced in 
managership, selling, promotion and 
journal production, secks similar cxe- 


culuve posimion 
Box 5608 Ad. Weekly 180 Ficet St bC4 
SHORTHAND-TYPISTS. Private Sccre- 
taries, Clerks, etc. If you are in 
urgent need of staff, contac: Embassy 
Bureau, Excel House, Whitcombe 
Suet, W.C.2. (WHiltehall 5924). We 
specialise in efficient perso 
PRINT BUYER secks change. Expanding 
organisation. Wide experience buying, 
letterpress, litho materials, art work, 
blocks, social ang commercial station- 


ery 
Box 5488 Ad. Weekly 180 Fleet St BC4 


ADVERTISING EXECUTIVE, 2) years’ 
experience, Offers his services as Ad- 
vertising Manager. Experience gained 
in Studios and Advertising Agency, and 
at present holding position of Assistant 
Advertising Manager in large manu 
facturing ooncern Specialising in 
visualising, finished layouts, print buy 


ing and also the designing of exhibition 
stands 
Box 5572 Ad. Weekly 180 Fleet St EC4 


PRACTICAL ADVERTISING WOMAN 
G31), secks job as Assistant Publicity 
Manager. 7 years’ all-round expericnce 


Technical Catalogue 
Literature layout and production. Edi 
torials, Direct Mail 
Box 5581 Ad. Weekly 180 Fleet St BC 4 

FASHION ARTIST, 4 years’ Agency 
Studio experience, averages five draw- 
ings per week in National Press, secks 
new position. Write 
Box 5616 Ad. Weckly 180 Fleet St bC4 

PRINT PRODUCTION MANAGER with 


in Space Booking 


a comprehensive knowledge of print 
and process production secks a new 
position with a London Agency hand 
ling technical accounts 


rite 
Box 4579 Ad. Weekly 180 Fleet St C4 
YOUNG EXECUTIVE, sound advertising 
and sales experience, including layout 
copywriting, seeks responsible position 
Live enterprising mind, persnality, 
accustomed to contacts 
Box 5604 Ad Weekly 180 Fleet St bO4 
SECRETARY SHORTHAND TYPIST 
secks interesting position in agency, 
advertising experience Good speeds 
Box 45605 Ad. Weekly 180 Fleet St EC4 
SALES MANAGER of large nationally 
known Public Company manufacturing 
Food, secks change Alt present con 
trolling large sales force covering 
wholesale and retail grocery and provi 


sion trade throughout the British Isles 
Sound knowledge selling and training 
men in the ficid, sales promotion. mar 
ket research, advertising, sales office 
management. Personally known to the 
people who matter in the trade 


M.S.M.A., F.G.1, Willing to travel any- 


where. 
Box 5614 Ad. Weckly 180 Fieet St BC4 
MALE SHORTHAND TYPIST studying 
for D.A.A., secks post as Assistant with 
view to permanency On creative staff 
Original thinker 
Box 5612 Ad. Weckly 180 Fleet St bC4 
INTERESTED? Young man secks middie- 
weight position in Agency or with ad- 
vertising dept Experience? 7 years 
Production Manager, liaison, creative 
from A to Z, all with Agencies. Salary’ 
Good, with excellent prospects for a 
conscientious employee 


Box 5593 Ad. Weckly 


Apply 
180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


DIRECTORSHIP OFFERED in Wet 
End Studio § specialising in fashion 
photography of extremely high standard 


£2 000 to £3,000 required) Would cop 
sider merger with establ shed studio or 
agency wishing to extend business 
Box S577 Ad. Weekly 180 Fleet St EC4 
ACCOUNT EXECUTIVE, 27. with 10 
years’ agency expericnce, wish to 


transfer existing accounts to established 
agency offering scope for development 
Box S§98 Ad. Weekly 180 Fleet St EC4 


TO A PUBLISHER 
Can we help you ? 

We are Publishers with our 
Printing and Block works—own Artists 
etc 

Mf you have difficulties or are looking 
for co-operation write us confidentially! 
We may be interested 


owr 


Box 5567 
Advertiser's Weekly 180 Fleet $t E04 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


FIGURE STUDIES 


PIN-UPS, ctc. Con- 
tact Lansdowne Studios, 7 Stockwell 
Road, S.W.9. Tel. Brixton 3711 

GOOD STRIP ARTIST: mens 
artists required for free-lance 
Box 5596 Ad. Weekly 

SENIOR, Retoucher 
work. 

Box S595 Ad. Weekly 180 Fleet St BC4 

GENERAL ARTIST. All-round adver- 
tising experience in lettering, layout, 
ideas, line and tone drawings. Requires 
extra work 
Box 4606 Ad. Weekly 180 Fleet St EC4 

WANTED a General Artist able to do 
good lettering. Phone Walley Studios 
Lid. GERrard S508 for appointment 

ARTIST, experienced line and tone, acro- 
graph drawing, rctouching, in reason 
able job, secks part-time free-lance 


work 
Box 5607 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


IMPROVED LETTER FILES. Ask for 
list. GAZEBO, $7 Packington Road, 
Acton, London, W.3. ACOrn 4731. 

FOR SALE: Exhibition Stand on a 
site at the Castle Bromwich section of 


fashion 
work 

180 Fleet St BC4 
requires Free-lance 


the B LF 

Box 5431 Ad, Weekly 180 Fleet St BC4 
ROTARY for sale Producing up to 

20,000 copies per hour, can be seen by 

appointment 

Box 4623 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


FLEET STREET office to let, First floor. 
£4 per week. Lease if required. 
Box 5538 Ad. Weekly 180 Fleet St BC4 
DESK SPACE in Ficet Studio, some 
work for artist if required Ms. per week 
including telephone, ct Address only 
week 
Weekly 180 Fleet St EC4 
PREE-LANCE ARTISTS, one or two 
good light rooms available at reason- 
able rent. contact CHAncery 4703 
WANTED: OFFICE in or near Fleet 
Street, 30s. per week, 
Pox SSIS Ad. Weckly 180 Fleet St BC4 


OFFICE SUITE, § rooms, 4th floor 
Suitable for Studio or small Agency 
Strand, W.C.2 


2 Dw 
Box S518 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


ADVERTISE WITH CRYSTAL 
PERSPEX RULERS 
Inscribed in colour with your mes- 
sage. At lowest prices from actual 


THE NORMOGRAPH CO., LTD. 
lila Westbourne Grove 
Londoa, W.2. 

BAY. 7222 


DEBTS COLLECTED throughout Britain, 
No result——no commission Brilegal 
(Estab. 1919) 80 Leeds Road. Bradford. 


| 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above Examinations hese 
Courses have been prepared by ez- 
perienced and successful advertising 
men 

Year after year 1.C.S. Students figure 
prominently in the lists of passes and 
with our help many advertising men 
and women have become Associates 
of the LLP.A. of A.A. diploma 
holders 

All our candidates are coached until 
successful without extra charge 

We also give specialised training in 


COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING 


Write to-day for free book containing 
full information about our excellent 
instruction service 


Dept. 2B, INTERNATIONAL 


CORRESPONDENCE SCHOOLS, 
international Buildings, Kingsway, W.C.2 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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THURSDAY, SEPTEMBER 24, 1953 


S. a copy 
52/6 a year 
Post _ free 


55/- (overseas) 


Full, Accurate 


and 
Reliable News 


T was estimated some little while ago that 30 million copies of the daily 

newspapers published in the United Kingdom were bought every day. 
That represents 596 daily newspapers for every 1,000 inhabitants—much 
the highest rate in the world. 


What does the intelligent newspaper reader look for when he opens one of 
those 30 million copies at the breakfast table or on the way to work by bus 
or train? Each of us, no doubt, has a special interest of his own, and one 
person will turn first to the foreign news, a second to the pages on sport, a 
third to the report of yesterday’s debate in the House of Commons, a fourth 
to the criticism of last night’s new play. But the thing above all else that the 
intelligent man or woman hopes to find in a daily newspaper is surely full, 
accurate and reliable news. 


To-day, as in the past, The Times puts full, accurate and reliable news above 
all else. It is concerned to give as complete and authoritative a picture as 
possible of what is happening at home and abroad. 


THE <8 TIMES 


Daily, Price 4d. 


THE TIMES LITERARY SUPPLEMENT Every Friday, Price 6d. 
THE TIMES EDUCATIONAL SUPPLEMENT Every Friday, Price 4d. 
THE TIMES WEEKLY REVIEW Every Thursday, Price 6d. 
THE TIMES BRITISH COLONIES REVIEW Quarterly, Price 6d. 
THE TIMES SCIENCE REVIEW Quarterly, Price 6d. 
THE TIMES AGRICULTURE REVIEW Quarterly, Price 6d. 
THE TIMES REVIEW OF INDUSTRY First Wednesday of every month, Price \s. 


— 


STOP PRESS 


PUBLIC SERVICE 
AD. SCHEME? 


Understood hint by H. Oughton, 
IPA president, of “new Advertising 
Service” (see IIPA annual dinner 
report, page 551) may refer to a 
scheme for public service advertising 
which has recently been under pri- 
vate discussion. One suggestion is 
that agents and media should co- 


| operate to offer public facilities in 


the event of national emerge 
such as recent floods. 


286 delegates had registered for 
st ni 


| Clubs Conference by las 
| (Wednesday). Late arrivals can 


register at Harrogate. 


National advertising should be 


| used to teach people to consult 


solicitors more often, W. C. Crocker 
told Law Society in presidential 
address at Scarborough. Appoint- 
ment of P.R.O. advocated. 


Full-page ad. in “Daily Herald” 
next Tuesday to open biggest-ever 


| campaign for Koray aspirin tablets. 


Agents: R. S. Caplin Ltd. 


First national campaign being 
launched for Watney’s brown ale 
using large spaces in national dailies 
and magazines. Previous advertis- 
ing has been on regional basis. 
Agents: Foote, Cone & Belding Ltd. 


“News Chronicle” on Monday to 
carry four-page feature entitled 
“Women Can Make It” in connec- 
tion with their £1,000 handicraft 
competition. Advertisers in the 
section will include Gor-ray, Singer, 
Butterick patterns, Clydella, Viyella, 
Emu and Lavenda wools. 


Lieut.-Col. Maurice W. Batchelor 


| re-elected president of Sheffield Pub- 
_ licity Club. 


George Wicks, managing director, 
G. Wicks & Co., Ltd., poster adver- 
tising, and associated company, 
Layton Davey Ltd. since 1931, has 
died, aged 64. He started in the 
biliposting trade as a flyposter for 
music halls. 


Birmingham office of Auger & 
Turner Ltd. appointed agents for 
Green & Hughes Ltd., a subsidiary 
of Guest, Keen & Nettlefold, manu- 
facturers of roofing fittings (trade 
and technical press), and Ludlow 
Bros. Ltd., galvanised hollow-ware 
manufacturers (trade and technical 
press). 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
September 24, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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A Supplement to ADVERTISER’S WEEKLY. Thursday. September 24, 1953 


Pulbliic Relations 


TO-DAY and TO-MORROW 


A Survey of Practice and Prospects 
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ADVERTISERS WEEKLY Pubite Relations § ipplement 


FORD AND THE 
PRINTED WORD 


OKD OF DAGENHAM tS in direct touch 


daily with hundreds of thousands of 


people. Por example, there are 350 Main 
Ford Dealers in the United Kinydom and 
over 1,250 authorised bord Dealers, each 
with a large staff engaged in the public 
service of maintaining some of the two 
million vehicles—ears, trucks and tractors 
that have been made at Davenham. 

Into the great factory on the Thames 
stream 17,000 workpeople each day. The 
are thought of as people, Not as Statistics : 
and in this yreat Ford Family we call 
our colleagues “Bert? or “George” not 
“Mr. Smith” or “Mir. Jones”. 

But something more than speech ts 
necded to communicate ideas amony its 
numerous members. Our Public Relations 
Office issues “Bord Works News” weekly 
to the men and women in the main and 
subsidiary plants. ‘These people buy 


, 


“Pord Pamily”, a magazine otf special 


Sievptiempre 24 


interest to the men, women and children 
who live by this great British enterprise. 
“Lord Times” has been a link for over 
30 years with Ford passenger car owners. 
“Parm” gives agricultural news to the 
thousands of Fordson users in’ Britain’s 
oldest industry. ‘Vargets”, exclusively 
tor Main Dealers, helps the tamous Ford 
Service Organisation to keep the wheels 
running smoothly. 

The printed word contributes towards 
the interest shown by people in Ford ot 
Davenham. Certainly, our visitors grow 
in numbers and in the past year over 
45,000 were welcomed at this, the largest 
self-contained plant in Lurope. Sometimes, 
those connected with the printed word 
find time to go and sce how —and why 
thousand vehicles are produced in a day. 
During their visit, many tind a moment for 
an exchanve of views with their friends on 


the stath of Ford otf Davenham. 
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1983 


WE DO NOT 
BELIEVE — 


in the smug, pompous and 
complacent attitude that the practice 
of ‘public relations’ is so high-level 
and mysterious that only a ‘chosen 
few’ experts can interpret it to the 
multitudes in industry and com- 
merce, 


on the other hand, that successful 
‘public relations’ organisations em 
ploy ‘long-haired boys’, spivs and 
hangers-on who cannot make their 
way in other jobs. 


the idea that ‘public relations’ by 
itself Is always the best means of 
increasing sales, building up good- 
wil! (etcetera, etcetera... !) 


that ‘public relations’ is a com 


paratively easy way of carning 
inoney with no special qualifications. 


in endless discussions and lony 
winded conterences which t to 
formulate new definitions of — th 


meaning of ‘public relations 


that Dr. Johnson was correct 
when he The 
trade of advertising is now so near 
to perfection that it Is not casy to 
propose any improvement’. 


wrote in 1758 


publicity matters 


SEMV ICE 


then we 


part, of course. 


This announcement is not intended to be slick or clever. We are using this space to summarise 


Facts are proving that a considerable number of leading executives in indust: 
our views. The established and growing success of our organisation is prow! 
If YOU have the same outlook as we have about drive, 


hould very much like to mect you, 
and the emphasis is equally on comprehensive and service. 


Any discussion of your ideas, problems or requirement 


Why not write or telephone for a preliminary meeting? 


THE D. BROOK-HART COMPANY 


Premier House - 48 Dover Strect * London » W1 + Telephone: MA Yfair 6147-8-9 


Public Relations Supploment 


A FEW OF 


OUR 


BELIEFS and DISBELIEFS 
IN ‘PUBLIC RELATIONS’ 


WE DO BELIEVE THAT— 


the term ‘public relations’ is not the happiest means of describing the many 
functions and widespread activities which are carricd out under that name 


the word ‘publicity’ is more generally acceptable, known and understood 
as adequately covering all those activities by which the spoken word, the 
printed word, illustration and personal representation make a subject known 
to the general public or a special section of the publ 


in this day and age, ‘publicity’ (or ‘public relations’ if you prefer it!) is onc 
ot the most powerful and ctlective iunplement he disposal of industry, 
commerce and the protessions 


to be fully effective, ‘publicity’ (or ‘public rela 
administered by skilled and fully qualified personnel 
liaison with the client, 


must be planned and 
in the closest possibk 


publicity (‘public relations’!) 


organisations are serving their clients’ best 
interests only if they 


give a completely honest and unbiased opinion as to the 


most suitable media to use in every ditlerent set of circumstances —reyardless 
of the rate of protit the publicity organisation may make from different media 


to achieve maximum results it is not invariabl ssary to expect the chent 
to pay large fees or to spend enormous sums ot on publicity 


ceaseless etlort, determination and singlen« f 


Impose are the only micans 
of carrying publicity 


projects taa wee sstul conc! n 


commonsense, integrity, clear thinking, judy 


based on experience ind 
action based on ‘know mw 


MNOst WNportat ialitications for publicity 


“vet-it-done’ meu (a oppo ito talker 


technical and industrial publicity matters s 
people who understand technical and industrial ma 


he handled by publicity 
We dol) 


these are only a few of our beliefs and dishclicfs in ‘public relations’ 
(‘publicity’! and we have very many more! 


and commerce share 
it of that. 


ents rprise, Int 


We offer a 


and know-how in 
ibsolutely comprehensive 


is entirely with obligation on yout 


\ COMPREHENSIVE PUBLICITY ORGANISATION STAPPED BY EXPERTS IN: 
PRESS and EDITORIAL - ADVERTISING - PUBLICATION PRODUCTION - DIRECT MAIL 
PHOTOGRAPHY and FILMS - EXHIBITIONS - DISPLAY and PACKAGING © GENERAL PUBLICITY 
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Public Relations Supplement 


PUBLIC RELATIONS 
FOR THE ADVERTISER 


that you can afford 


Not every publicity-conscious advertiser 
or advertising manager can stretch his 
advertising appropriation to include the 


luxury of employing his own P.R.O. 


ig 


but not because of being unaware 


tact with the press, and is staffed by 
personnel trained in Journalism and 
Public Relations. They are able to offer 


the highly-skilled knowledge which ts 


so Necessary for successful public rela- 


SerremBer 24, 1953 


of the value of this important link with tions. 


. or his potential market. 


Alive to this need, §. C. Peacock Ltd. 


have extended Public Relations write on your 


If you would like to know more about 


this Public Relations service, please 


business letterheading 


is for the pamphlet “* Public Relations for 


situated in London, in close daily con- the Advertiser.” 


S. C. PEACOCK LTD 


MADDOX HOUSE 


215-221 REGENT STREET, LONDON, W.1 PUBELE 


RBELATLOMS 
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UBLIC relations is oliten 

misunderstood, sometimes 
abused and always diflicult to 
define in any precise and satis- 
factory terms. It is not a mys- 
terious practice, and despite tts 
critics, many of them biased 
and ill-informed, it is now an 
established element in our 
national life. It certainly rep- 
resents a most important 
sphere of activity and, to be 
frank, | am convinced that its 
full development has _ been 
handicapped so far by the ap- 
pearance in the public relations 
profession of too many indi- 
viduals who, it is painfully 
evident, have been singularly 
ill-equipped to carry out their 
duties for, above all, it ts 
a profession in which specific 
qualifications are highly desir- 
able. 

It is only within the past 20 
vears or so that public relations 
as we know it has gained ground 
in this country. It is at times 
the subject of bitter criticism 
possibly because it is not so well 
understood here as in the United 
States of America but, never 
theless. | think that all fair 
minded people will admit that it 
is of the first importance. that 
there should be some studied 
public relations effort in any 
concern which has to deal with 
the public, whether it be a gov- 
ernment department, a public 
corporation, an industry, or any 
other business. 


* * * 


As I have previously suggested, 
the issue is not whether public 
relations should be practised but 
how it should be practised 
and by whom. A _ public rela- 
tions department should never 
be regarded, as it has been on 
occasions, as the dumping place 
for someone unsuitable or in- 
conipetent in another branch of 
the same concern 

My own 
private 


experience, both in 
enterprise (when for 
many years I was with the Nuf 
field organisation), and since | 
have joined B.O.A.C. (a national 
ised undertaking), is that public 
relations, if soundly and intelli 
gently practised, can be of im 
nense benefit to everyone, especi- 
ally the employee, the public 
and the press. Moreover, it 1s 
essential, in my view, that pub- 
lic relations should be applied 
both within an organisation tt- 
self as well as in regard to the 


Publi 


Relations 


rlement 


ADVERTISER'S WEEKLY 


‘Public relations now an 


established medium’ 


public which 
may serve 


that) organtsation 
The effect on the 
morale of staff who are ade 
quately, regularly and intelli 
gently informed of developments 
within their own undertaking, its 
progress and also its unfavour 
able trends. is invaluable in these 
times of increasing partnership 
between management and those 
for whom managements mus! 
assume responsibility 

I cannot urge too strongly tinat 
any organisation which has to 
deal with the public should 
closely study the whole question 
of public relations, for 1 am sure 
that too many bodies engaged in 
public and private’ enterprise 
have so far neglected wha! 
should be an elementary exer 
cise. 

Some industrialists and adver 
tusing managers are still inclined 
tc think of public relations in 
terms of free “puffs” in the press 

a wholly wrong conception ot 
the purpose of public relations 
and one that is likely to be dis- 
tiessingly unprofitable. News 
papers invariably and rightly 
scent this disguised form of ad- 
vertisement, thus becoming sus 
picious of its source, and | Jou! 
whether. in the long run. the 


says SIR MILES THOMAS, 


chairman, BOAC, past president, Advertising Association. 


publication of a “pull” para 
graph brings any useiul dividends 
to its originator. Surely, one ot 
the primary aims of public rela 
tions should be to give balinced 
and intelligent information to 
the press and the public about 
the activities of a concern not 
an effusive and generally unim 
pressive item which masquecades 
as news. If goods or services to 
be sold are genuine and of use, 
the public will soon form then 
own judgment on the value of 
the information. 


* * * 


The proper place in which to 
announce, crisply and persua 
sively, the particular merits of an 
article or a service the place 
in which to. sing loud their 
praises, if you wish is in the 
advertisement columns of news 
papers and magazines, on the "bus 
tops, on the public hoardings. 

Public relations has a different 
and no less essential mission. It 
is a medium in its own right and 
the press and radio, through 
which the public can be reached, 
are likely to be responsive to 
straightforward efforts to aive to 
people newsworthy, interesting 
and explanatory — information 


answer. 


ing scheme. 


across the Atlantic. 


Challenge to industry 


When an industrialist and publicist of the stature of Sir 
Miles Thomas describes public relations as “an established 
element in our national life” it is time for industry to grant 
full recognition to a medium that is comparatively new to 
Britain. 


What is public relations? That is a difficult question to 
Many attempts have been made to phrase an 
adequate definition, but without success. 
that the articles in this supplement go a long way towards 
defining the capabilities of public relations. 


The articles are divided into distinct sections: 
spheres in which public relations can be applied are out- 
lined; then there are contributions describing the uses of 
the tools of the job—from house journals to films. 


Public relations is establishing its usefulness both as an 
aid to production and as part of any comprehensive market- 
Here is surely a challenge to industry to study 
a technique new to Britain but already well established 


I think, however, 


first the 


THE EDITOR 


about a service or an article 
offered to the public for their 
use. 

My own opinion is that one 
reason why public relations in 
this country does not command 
as much respect as it should 
trom the press is that too many 
public and private concerns are 
disinclined to give the news 
papers cither the facts or reliable 
background information which 
would enable them to write a 
good story or to form a satis 
factory judgment on any matter 
in which they may be interested 
lo repeat what I have said be 
fore: “Give the press the facts 
What they do with them is thei 
affair—but if you distrust the 
press, the press naturally will 
distrust you.” 

In a long, varied and some 
times exciting business career | 
have never been let down by the 
press when they were fully in 
formed of the relevant facts, 
even though at times the facts, 
for good reasons, had to be given 
confidentially. A firm or public 
organisation is basically mis 
guided if it seeks to hide from 
the press facts which should be 
known = legitimately to pur 
chasers of goods or users of a 
service. Concealment breeds 
mistrust and mistrust by the 
press of an organisation which 
has dealings with the public ts 
the very antithesis of good pub 
lic relations 


* * * 


In simple terms, public rela 
tions should seek to promote 
sound understanding and mutual 
confidence between an organisa 
tion and the public. Therefore. 
as Sir Stephen Tallents said re 
cently, the profession of public 
relations should be safeguarded 
“from the intrusion of charlatans 
and self-styled experts.” Of 
course, advertising and public 
relations have much in common 
and whereas each medium has 
distinct and different characteris 
tics and methods, both of them 
should aim to give the public 
the truth and thus help to create 
a right relationship between the 
people who have products and 
services to sell and those who 
pay for them. 

Year by year. I feel, puolic 
relations is more and more ap 
preciated and is now gaining 
general recognition as an indis 
pensable feature of modern mar 
keting whether, for instance, 
it be in the sale of ideas .n the 


@ Continued on page 8 
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|| DISTRIBUTES THE FACTS / 
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INDUSTRY WITH PUBLIC RELATIONS 


LOLLLLLAT TLE ALLL LL ALL ATT ST EAT, 
ay | INDUSTRY | manacemenr | GP! ony 


paicy) A OVE RATIONS 


PROGRESSIVE 
CTIVITIES 


PUBLIC RELATIONS 


OLLECTS THE FACTS AND FORMS THEM 6Y 


CO ORDINATION (DEAS AND PRODUCTION INTO 
j ACCEPTABLE INFORMATION FOR DISTRIBUTION 
THROUGH - 
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Where to get PR service: 
What it costs 


N less than a decade, public 
relations practice has grown 
and advanced rapidly into 
every branch of industry, com- 
merce, the professions, arts and 
government in the U.K. 

PR. as it is commonly known, 
has also awakened an interest in 
the numerous “unconverted” who 
would like to use it or at least 
investigate its possibilities—but 
who are hazy about the sources 
available. This ts a summary ot 
the means by which individuals 
Or organisations can obtain effec 
tive public relations 


Public relations officers 

For the big companies and 
the numerous “medium-sized” 
organisations, it is offen an asset 
to have a public relations officer 
as a member of the staff. If a 
P.R.O. is to be appointed, three 
decisions should be made ar the 
outset: 

First, the exact status of this 
official within the company 
Ideally, the P.R.O. should have 
direct access to top management 
and he should be able to obtain 


quick and valid decisions from 
one director responsible for PLR 
activities 

It is essential that the P.R.O 
should be taken completely into 
the confidence of the board. 

Secondly, there is the decision 
as to whether the P.R.O. should 
function only with a= secretary 
and) perhaps an assistant, o1 
whether he is to build up a com 
plete department under him, 

The “individual” P.R.O. who uses 
services Outside his own company 
gains these advantages: (1) no 
large running overhead expense 
is carried, (11) freedom to use in 
dependent writers, artists. photo 
granhers, and publicity organisa 
tions makes avatiable a very wid 
range and variety of talent (iii) 
there is a great deal less purel 
administrative and organisationa! 
work. Some disadvantaes, are 
(i) the cost of individual outside 
services is likely to be higher, 
item by item, as the “supplier” 
has to make a profit. (ii) copy 
writers, artists, etc. are not avail 
able on the spot for urgent d 
tails, (ii) individual “suppliers” 
will not have the same knowledge 
of the company’s products, pro 


By D. BROOK-HART, 


president, The D. Brook-Hart Company 


cesses and personnel as “inside 
staff.” 

Thirdly, there is the £ s, d. 
of the matter 

Frankly, ! believe that the 
minimum starting salary for a 
public relations exccutive should 
be £1,500 (preferably £2,000) a 
vear, There are plenty of P.R.O.'s 
who ure getting less than this 

some get less than £1,000, They 
are either underpaid or they are 
not fully qualified to call them- 
selves public relations executives. 

The “overhead” costs of run 
ning a complete interna! P.R, de- 
partment are necessarily high 
Nevertheless, where the need is 
primarily for asoects of public 
relations other than direct press 
idvertising, the expense is often 
justified 


Public relations consultants 

The PLR. consultant, working 
alone or with a small staff, js 
best suited in my opinion—to 
carry out One or both of two 
functions. (1) As a specialist in 
t particular field (e.g. aero- 
nautics) he can advise the com 
pany as to the best methods of 
interpreting itself to the people 


ol 


[DIReCT MALL BO 
RADIO) veRSOWAL CONTACT 


THE PECIALISTS IN | THE ld 
PHERES OUT | CENERAL Le 
AUDIENCE Bivirorrer emer iial 
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This chart was prepared by: 
: D. Brook-Hart. Its purpose ts + 
sto illustrate the functioning of : 
public ° 


relations in industry.* 
:The author says it should bes 
: interpreted with some tole 
sance “because generalisation 
scannot be wholly accurate. 
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who matter in that field. (ii) 
He can advise on general PLR. 
policy and attempt to extract and 
co-ordinate the mass of informa 
tion from within the company 
and channel it through himself 
to outside sources via the services 
of other “pictorial, written word 
and speech” experts. 

The individual! public relations 
consultant either has to maintain 
very few clients or lose that con- 
tinuous personal contact which is 
essential. Because he had not got 
a staff large enough to cover all 
P.R. media, he will tend to special- 
ise. This is no disadvantage to 
a client who wants to use only 
one or two P.R. outlets (i.¢., edi- 
torial publicity). 

One thing is certain, if your 
choice is the P.R. consultant. his 
fee should be neither too high 
nor too low. Tam convinced that 
a consultant can by himself alone 
justify large fees from a number 
of companies simultaneously. On 
the other hand, do not expect to 
pay your P.R. adviser £250 a year 
and have him running around to 
vour office every davy-—at your 
slightest whim—with a new idea, 


@ Continued on page 24 
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“C(YONSUMER 


relations? 
Now what on earth are 

I can hear some of 
you asking. “Surely most con- 


they?” 


sumers are members of the 
public; so what is the differ- 
cnce between consumer rela- 
tions and public relations?” 
Well, the answer ts that the 
latter contains the former. A 
firm has different relations with 
au number of different sections ot 
the public (such as its stock- 
holders, staff, and trade outlets, 
which will be dealt with in other 


articles in this. series), and tts 
consumers comprise just one of 
these sections. 

So consumer relations deals 


specifically with a firm's relations 


with that section of the public 
which may buy and use the 
goods or services it offers tor 
sule 


These relations exist, for good 
or ill, between the firm itself and 
its product’s consumers; and be- 
tween the firm’s product or ser- 
vice and the consumers. (One 
can, of course, cheat a little on 
the literal meaning of the word 
“consumer” by making it include 
a firm’s distributive chain be- 
cause these distributors are, in a 
sense, intermediate Consumers 


but as this is the subject of a 
separate article | shall omit 
them in this instance.) 


Danger of vagueness 

So let us discuss these two re- 
lauonships in order: 

GROUP 1 — The firm and its 
ultimate consumers: 

I am going to start by asking 
you a question. What do the 
ultimate consumers of your 
product think about your firm’ 

Just pause for a moment ; 
can you really answer that ques- 
tion with any feeling of convic- 
tion? | would be surprised if 
many could 

Yet if | had asked you what 
they thought of your product, 
you could probably have given 


me chapter and verse on what 
they liked or disliked, broken 
down into income groups, age 
groups, sex, geographical loca- 
tion and religious persuasion. 
Why? because it has been 
someone's job to find out. And 


they've found out in order to ex- 
ploit the product's strengths and 
overcome its weaknesses 

Very seldom does one find a 
firm that has taken the same 
trouble to research into its con 
sumers’ attitude to the firm itself; 


How to keep customers happy 
and boost sales 


and one can only 
this is because it 
unimportant, 


Now | would be the first to 
agree that to the manufacturers 
of some types of product it ss 
unimportant. So long as such 
products do what they are sup- 
posed to do, | doubt whether the 
consumers really care whether 
they are made by one-eyed 
morons in a sweat-shop or by a 
team of scientists in a labora 
tory 


assume that 
is considered 


But there are many other firms 
about which the public is very 
much concerned, and = about 
which they will form an impres 
sion of some sort whether the 
firms do anything to guide them 
or not. 


Some of these firms are ob 
viously conscious of the need to 


guide public knowledge and 
opinion about themselves and 
their activities, but far too few 


appear to be discriminating about 
the knowledge they impart, From 
many “institutional” advertising 
and public relations campaigns 
it appears that some firms just 
want, in a vague sort of way, to 
be liked by the public 


Now, personally, Mm not one 
of these people who believe that 
the public buy products just be 
cause they think the manufac 
turers are nice people. I'm sure 
there are many people whom you 
ike, but with whom you would 
never wish to do _ business 
Equally, | am sure that there are 
people with whom you do busi- 
ness whom you don't actively 
like. This doesn’t mean that to 
be liked is not a great asset in 
business; it simply means that 
merely to be liked is” rarely 
enough. We have to be much 
more precise than that. 


We've got to establish most 
clearly just what we want the 
public to think about us, Do we 
want them to think that we are 
large and powerful, or small and 
personal, conservative or up-to- 
the-minute, youthful or old 
established, offering high quality 
goods or the best bargains, 
hygienic, meticulous, honest, 
smart or what? Until we have 
established in) our own minds 
the most valuable and exploit 
able characteristic of the firm, we 
cannot attempt to start interpret- 


ing it to our customers. And if 
we aren't very careful, we can 
give some very wrong impres 
sions 


How often one gets an impres 
sion of a person, through indirect 


Consumer Relations 


5 Public Relations 


or spasmodic contact, that ts 
proved completely wrong when 
one gets to know them better 
How much more often must the 
public have an impression of a 
firm that is quite imeorrect and 


frequently most damaging te the 
firm's interests 

So the first problem must be 
to lay down precisely the charac 
ter which you are trying to pro 
ject into the consumer's mind 
Having done this, the methods of 
projecting it will become tre 
mendously simplified. Many news 
stories, prestige advertisements 
press parties and so on, which 
at first sight look attractive. will 


quickly be discarded because 
they just don’t measure up to the 
brief. Others that at first sieht 
did not look so attractive will 


be found to be right in line with 
the consumer relations poly 


False impressions 


All this may seem very ob 
vious, but one has only to look 
at the publicity ventures. that 


are going on day by day, to start 
wondering just how obvious it is 
to some firms who 


spend vast 
sums of money every year to 
“put themselves across” without 
apparently any clear idea ot 
what impression they are trying 
to leave or, mm tact n 
realisation of the necessity to 
find out just what) impression 
they are leaving 
Having agreed and accepted 
the policy, everyone, including 


the principals, must toe the |inc 
The other day I met the head ot 
a large group of companies who 
complained bitterly that) ever 
one thought it was a “one no 
show.” Yet every time a publi 
statement was made, he made 1! 
every time there was some new 
worthy activity ino one of bh 
companies, he was the on 
the limelight. No other pe: 
ality in the group had a chs 

yet he complained about (! 
impression which this inevit 
left on the public 

In 


mn 


another company — the 
verse was true. They wanted 
Rive an impression of per 
service. Yet there was a comy 
rule against the publicising 
any individuals including tt 
principal. As far as the pul 
were concerned, the comy 
was operated entirely by rr 


who haven't the gr 
reputation in the world tor + 
sonal service! 
So let me conclude 


thoughts on a 


firm's relator 


By BRIAN F. MacCABE, 


managing director, Foote, Cone & Belding Ltd. 


cement 
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with its consumers by summaris 


ing thus 

(a) Many firms offering goods 
or services for sale may 
profit by giving their con 
sumers a clear impression 
not merely of the thing 
purchased but also of the 
firm providing it, 

(b) Such firms would be well 
advised to discover and 
establish precisely = what 
impression they would like 
their consumers to have 
and whether they are, in 
uct, receiving it 

(c) Having established this 
policy bret, all the firm's 
communications with the 
public must measure up to 
ioand contorm with it 

GROUP 2 The product and 


its ultimate consumers: 

On this subject — wall say 
little, because we are now in the 
well-established realms of mar 
keting and advertising 

In deciding the marketing and 
advertising policy of any product, 


the impression of the product 
that one wishes to leave with 
the consumer ts or should be 

clearly stated. Hl this policy 


is followed tatthtully throughout 
all the material associated with 
the product, chen one can hardly 
bo wrong 
Occasionally, of course, one 
has surprises a quality product 
with a scruffy little direction 
leaflet, a beautilul carton enclos 
ing a hideous bottle, a high pres 
sure Showcard supporting a low 
pressure pack, an advertising 
campaign which is so divorced 
jrom the character of the product 


that one can hardly believe tt os 
truce. But generally speaking the 
principle of building one con 
vistent atmosphere around any 


one product has been accepted 


Sales—and service 

Some firms, of course, go much 
further than this. and are in a 
better position to do so than 
others The amount of after 
ile service a firm can offer, and 
how ambitiously ot embark 
on such things as advice bureaux 
tc., depends largely on the unit 
prohit of the product in question 

The moral of 
that you be making a fine 
product, distributing wt well, ad 
cruising ut well and selling 
well yet still be losing sales 
because of some  tl-tounded 
prejudice in the mounds of your 
potential Consumers agaist 
firm oor product It's possible 
ind even provable 


baal 


can 


this article 1s 
may 


HI 
sees 
ty 


pee e 


a ia Meee: 


T ET’S get the title straight. 
410 begin with we are not 
concerned with “staff” in the 
industrial sense, but with all 
the workers in an industrial 
unit—with internal relations. 
Moreover, we should not be 
concerned solely with the func- 
tion of internal relations 
which belongs to the person- 
nel manager; any meddling in 
that function by enthusiastic 
amateurs can be disastrous. 
So our subject must be the 
relationship between the two 
jobs and the extent to which 
the expert in P.R. can assist 
the personnel manager. 

It is true that superficially the 
problems of the two jobs appear 
to be much the same-— they both 
deal with human beings. But 
there is this 
difference, 
that the per 
sonnel man 
ager is not 
dealing with 
men in the 
mass the 
public but 
with a num 
ber of indivi 
dual men in 
particular 
jobs in a par 
ticular firm. A 
His are the 
problems of the “man-job- 
group,” in many ways more com- 
plex than those of P.R. He is 
in closer contact with people, 
there is more need for individual 
treatment. 

There is a closer relationship, 
in the fact that the workers in a 
firm are part of the public of the 
P.R.O. Moreover and this ts the 
important point -the man at the 
bench can help to sell the product 
he is making; the girl behind the 
counter is the retail store to the 
customer; the clerk in the local 
office does represent to the public 
the Departmen; of State. “Each 
worker a P.R.O.” jis a good 
maxim, and the more content he 
is in his job, the better P.R.O 
he will be 

There is, of course, a corollary 
to this. The man will be a better 
worker who knows that his firm 
is well thought of, who knows 
that the product is welcomed, and 
that the service he gives is recog- 
nised and appreciated by the pub- 
lic. To the extent that the P.R.O. 
is responsible for such condi- 
tions he ts certainly influencing 
good works relations, And most 
people like being in the news 
even if it is only a vicarious 
pleasure that they get; the indi- 
vidual identifies himself with the 
group if the news is favourable 
or exciting. So much so that 
some managements have deliber- 
ately introduced their workers 
into their press advertising. It 
must be good business to demon 
strate to the outside world that 
a firm has good and loyal work- 
men, If this is done well and with 
discretion it can have a most 
valuable effect on the employees 
who read their firm's advertise- 
ments. It is relevant to note 
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Staff Relations 


How the PRO can help to 
raise productivity 


that the press advertising cam- 
paign for the recruitment of coal- 
miners which gave the facts in a 
series of “testimonials” from 
miners, had a very substantial 
effect upon the rate of labour 
turnover. 

These then are the points of 
contact and indeed we can see 
that there is some overlapping in 
functions, For that reason a very 
good case can be made for a 
common control, perhaps at 
director level, of these two divi- 
sions of managerial responsibility 

Now let's look at the ways in 
which the P.R. expert can assist 
in the work of personnel man 
agement. Management to-day 
is more concerned with human 
relations in industry than at any 
time since the Industrial Revo- 
lution. It is beside the point to 
argue whether this has come 
from a revelation of the truth 
that in the end labour is the 
most valuable element in the 
nation’s wealth, or whether it 
results from the shortage of 
labour and foreign competition. 
Let us just be glad of the fact 
and do what we can to help. 

And management has also 
concluded judging by the num- 
ber of times that it has been said 
at conferences up and down the 
country—that good human rela- 
tions depend to a very large 
extent on “good communica- 
tions.” That is a convenient way 
of saying that the facts about 
the firm, its policy, its products, 
and the results of consultation 
between management and men 
should be given quickly, clearly 
and honestly to the workers; and 
that equally there should be 
channels by which management 
may know what the workers are 
thinking. 

It is in this job of communi- 
cations that the public relations 
man can really help. There ts 
no need to catalogue the media 
which can be used—the house 
journal, the wall sheet, leaflet, 
poster, film and exhibition-—but 
perhaps [I may, with some 
experience both in public rela- 
tions and in personnel manage- 
ment, suggest four critical 
factors to be observed. 

1 suggest first that we should 
not speak down to the worker. 
Apart from being in bad taste it 
is all too easy to underestimate 
the intelligence of the average 
working man. By all means be 
simple, clear, concise, but never 
patronising. 

Secondly, don't be over-lavish 
in presentation--at any rate 
don’t appear to be so. You 
really cannot have good works 


By LEX HORNSBY, 


director of public relations, Ministry of 


relations unless management 
believes what it is saying and 
sincerely wishes it to be said. 
That is what we must convey. 
That is what requires all the art 
of which we are capable. 
Thirdly, don’t be didactic. We 
should inform rather — than 
preach. Give the facts and il 
our case is a good one we can 
rely on getting the right res- 
ponse from the group ol 
workers whom we are addressing. 
Fourthly, don’t take advan- 
tage of the fact that we have a 


Labour and National Service. 
fixed audience. Give the worker 
the opportunity of accepting or 
rejecting what we offer. We will 
certainly get better results if we 
do. For this reason be wary 
about using the wage packet and 
the internal broadcasting system. 
except for administrative an- 
nouncements. 

One final word. If every 
P.R.O. helped every personnel 
manager in every firm to explain 
what higher productivity means 
to the country, would they get 
it across? Perhaps. 


Stockhoider Relations 


New methods reap 


rich dividends 


By SIR GRAHAM CUNNINGHAM, 


(;HAT should be the atti- 

tude of the directors of a 

public company towards their 
shareholders? 


That is a very difiicult ques- 
tion to answer, because, of 
course, the shareholders gener- 
ally speaking are merely names 
on a register, 
and very few 
of them 
seem to take 
any interest 
in the affairs 
of the com- 
pany. Super- 
fically their 
only concern 
appears to 
be in the 
dividend 
they receive. 

Should this 
attitude of 
the shareholders be left alone or 
should the board endeavour 
from time to time to stir up in- 
terest and enthusiasm for the 
work of the company throughout 
the year? 

Looking at the majority of 
company reports one certainly 
gains the impression that’ the 
chairmen have little regard for 
their shareholders. Hundreds of 
company reports merely give ex- 
tracts of figures from the accom- 
panying accounts, showing what 
the profit of the company is; how 
it is arrived at, the dividend 
recommended, and the carry for- 
ward to the next year. Follow- 
ing that is a bare statement of re 
tiring directors and appointment 


chairman, Triplex Safety Glass Co. 


of auditors. That is not encourag- 
ing shareholders to take any in- 
terest in the company’s affairs 
other than the dividend being 
paid. 

| believe that this is a mis- 
conceived approach by _ the 
chairmen to the owners of their 
companies. A board should look 
upon their shareholders as the 
proprietors and should arouse in 
them an interest in’ what has 
been done during the year by 
giving information both personal 
and financial regarding the affairs 
ot the company. 

What chairman can say that he 
wili not one day want to go to 
his shareholders to ask for more 
{nancial assistance for his com- 
pany, or to obtain their consent 
to make some change in the 
capital structure of the organisa 
tion? 

Why should shareholders give 
any support to a company which 
has never told them what is being 
done, what are its ambitions and 
aims, nor has imparted any in- 
formation other than the most 
meagre figures relating to divi- 
dend? 

I have heard many complaints 
that the nationalised industries 
hide themselves behind a Minis- 
ter who has no responsibility for 
them in the House of Commons, 
and this has been used as an argu- 
ment in favour of private enter 
prise. But what does private 
enterprise itself do? Most of it 
hides itself behind a series of 
uninteresting figures and imparts 
no information of any value to 


@ Continued on page 8 
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Public 


"Good 
Advertising 


depends on G r 
team work: 


. GEORGE PLANTE, Creative Director of 
Young & Rubicam Led., reports on his experience of 
the Pearl & Dean producti hnique for screen 
advertising. 


“see good screen advertising depends 
on the close co-operation of two teams” 


“On the 23rd June, the client and agency agreed to include screen 
advertising in the scheduled ‘Spangles’ campaign for Mars Ltd. The first 
exhibition date was only a little over a month away—that left little time 
for a lot of work. I ‘phoned Pearl and Dean to find out whether the 
work could be done in this time or not. After checking, they told me 
that it could— by good fortune they had booked colour-process facilities 
for someone who no longer needed them. 

* That same afternoon, the Pearl and Dean team sat down with us 
and we got to work on the problem of translating our copy policy for 
* Spangles * into effective screen advertising. 

* The following afternoon, we received the storyboard in full colour, 
and after minor revisions it was submitted to our client and approved. 
That was Friday, the 26th, only four days after the job was initiated. 
From then on, it was up to the technical boys of Pearl and Dean who 
went ahead and shot the filmlet in Technicolor, had it printed and 
processed in good time and delivered the answer print for our approval 
on the 17th of July. 

* Client’s final approval was given, and after printing and distri- 
bution the * Spangles ° filmlet was screened by hundreds of cinemas 
including the new ABC circuit 
—on the day we wanted. Be- 
sides the luck which gave us 


PEARL & DEAN 


AND THE ABC CIRCUIT 


Not long ago, Pear! & Dean concluded an 
agreement with ABC. The agreement gives 
Pear! & Dean sole rights for the exhibition 
of advertising in every cinema in the circuit. 
Previous to this agreement, ABC showed 
no advertising at all. At last, British screen 
advertising has become a truly national 
medium 


colour-processing facilities at 
the right time, smooth co- 
operation between our team 
at Young and Rubicam and 
the screen experts at Pearl and 
Dean, made it possible to 
complete this production in 
the record time of 35 days.” 


Relation. Supplement 


A bouquet from Mr. Plante is 
indeed a compliment, but 
this time we are only half blushing. 
The fact is, we were lucky to have a place 
already booked in the Technicolor queue. 
This, coupled with the fact that all our 
other service facilities are under one roof 
at 33 Dover Street, enabled the ‘Spangles’ 
production to be put through in record 
time 

Our technique of close co-operation 
on the creative side is available to every 
agent who believes his client needs the new, 
national medium of screen advertising. 
To the agency's intimate knowledge of 
the product's appeal we add our expert 
Anowledge and 


exnerience of screen 


advertising the resuit is usually a very 
sharp weapon to reinforce the battle of 
sales-hy-persuasion. If you have a pro- 
that will benefit 


scripting, casting, shooting and all the 


duct or service by 
other technical services required by the 
sercen (plus selective distribution through 
the newly-available ABC circuit and over 
3(W0 Independent cinemas) bring your 
problem to us, we'll give it all we have ... 


PEARL & DEAN LTD 


33 Dover Street, London Wi 


MAYfair 7494 
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Public Relations Supplement 


Retailer clubs solve 
trading snags 


says WARREN SEYMOUR, 


managing director, The Warren Seymour Co. Ltd. 


HAVE been in close con- 

tact with dealers for many 
years, in trades as widely 
varied as groceries and motor- 
cars, 

During the course of a single 
year, not so long ago, | 
travelled all over Great Britain 
making personal contact with 
over a thousand of them for a 
big industrial concern with 
which | was then connected. 
I chatted with them all, and 
had a drink with most (that 
only works out at around four 
drinks a day on a five-day 
week basis). 

At the end of that year | had 
confirmed what I had long sus- 
pected that dealers are just 
human beings 

So, of course, are customers, 
employees, stockholders, news 
papermen. They are all members 
of the public, 
and we must 
be careful 
nor to get 
too much 
into the 
habit of re 
garding 
members of 
the various 
groups as 
belonging to 
separate and 
distinct 
species. 

Public 
relations is an 


attitude of 
mind If the man at the top 
has the right ideas, then his re 
lations with all sections of the 


public will be good. Conversely, 
if he doesn’t know how to treat 
his dealers, he is not very likely 
to do the intelligent thing by his 
customers. 

One cannot say that any 
branch of public) relations is 
more important than any other, 
but dealers do matter an awtul 
lot, if only because they and 
their employees are the actual 
people who make contact’ with 
the ullimate purchaser. The 
manufacturer meets only those 
customers who visit his factory; 
the dealers meet them all. Hf the 
dealer damns the product, or ts 
lukewarm, or says the wrong 
thing, or doesn't say the right 
thing, he can do a lot of harm 

The golden rule which must be 
observed if dealer relations are 
to be good ts “Win confidence 
give contidence.” 

The only way confidence can 
be won is by playing straight, 
and by letting the dealers see 
that you are playing straight. The 
dealer organisation must’ know, 
bevond any doubt, that its mem 


bers will always get a fair crack 
of the whip. Monkeying about 
with prices, discounts, rebates 
and so on, without good reasons 
fully explained, doesn’t help to 
establish confidence. 

As dealers are human beings, 
they do love a word of apprecia- 
tion and thanks, and, like all of 
us, they hate nagging. If sales 
are going well they expect some 
of the credit, and if sales are 
going badly they don’t want all 
the blame 

The dealer out in the territory 
really knows something about 
retail selling; it is only too often 
assumed at head office that he 
knows sweet nothing. Believe me, 
there is nothing which gets his 
back up more than a long letter 
telling him how to suck eggs. He 
doesn't like it from the director 
of sales; he goes right up in the 
aw if it comes from a junior. 
Those letters from youngsters in 
the sales department need to be 
kept under constant scrutiny. 

There is too much paper in 
the world generally, and the 
dealer gets more than his’ fair 
share of it. The ideal is to keep 


him as fully informed as _ pos- 
sible with the minimum of 
letters, broadsheets, analyses, 
charts, and so on 

A dealer magazine if the 
organisation is big enough—-is a 
wonderful method of cutting 
down paper work, and taking the 
dealers into the manutacturer’s 
contidence 

1 don't think an outsider can 
run such a magazine, but on the 
other hand it 1s very unwise 
policy to find someone who ts 
already on the payroll, but hasn't 
distinguished himself in other 
directions, and try to make him 
into a journalist. 

If a dealer magazine can be 
afforded it is a wise economy to 
engage a really good journalist 
and make him one of the gang. 
Let him get out and about and 
meet the dealers. 

Finally, the best idea of all 
again if the organisation is big 
enough —is a dealer club. One 
concern encouraged its dealers to 
set up about a dozen area clubs. 
The members in each area meet 
at regular intervals to drink, eat, 
get to know one another, discuss 
common problems. As a result 
they fight competition instead ot 
each other. 

The chairmen of the area clubs 


automatically serve on an ad- 
visory panel, which meets at 
head office, and thrashes out 


with top management all the 
problems that arise. No change 
in trading arrangements is made 
without the blessing of the panel, 
and the members are told--tully 
but in confidence of future 
plans for years ahead 
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‘PRO SHOULD BE MEMBER OF 


factory to. stimulate production 
or in the honest sale of con 
sumer goods or services 

Partly because of the growth 
of the public relations system 
and also because of the realistic 
and attractive advertising now 
adays being produced by so 
many firms and public organisa- 
tions, there has been a marked 
increase in public “awareness” 
and demand tor reliable intor 
mation. Obviously, the more 
information the public assimi 
lates, the more critical and dis 
cerning the public becomes a 
trend that) should) be warmly 
welcomed as an indication that 
public relations is fulfilling its 
responsibilities Therefore, the 
activity of all who are engaged 
in public relations must also be 
progressive and it is of great im- 
portance that there should be tull 
realisation of their obligations 

Their duties can never be car- 
ried out satisfactorily, however, 
unless public relations executives 
themselves are experienced and 
have knowledge of the ways and 
workings of the press, radio sys 
tems, the use which may be made 
of films, displays or exhibitions, 
lectures and all other media by 
which the public can be tn 
structed and helped to form both 
an independent and dependable 
judgment about the goods or ser- 


vices with which these executives 
are concerned. In this way pub- 
lic reactions to a product or a 
service can be ascertained and 
here the value of public relations 
as a two-way channel of intor- 
mation becomes apparent. For it 
is the duty of a public relations 
execulive to keep his principals 
adequately informed of those 
reactions. Hence | would stress 
again the need to select properly 
equipped men as public relations 
officers of all grades. 

| also believe that no public 
relations executive can do his 
work effectually unless he is a 
member of the management, or 
equivalent top level authority, of 
his organisation so that he may 
be completely aware of policy 
decisions and the reasons tor 
them. Moreover, his guidance on 
the probable reactions of the 
public to these policies should 
be of great value. In some quar 
ters there persists a tendency to 
regard the public relations officer 
as an. official whose duty ts 
merely to carry out a given rigid 
public relations policy and not 
necessarily a sound one at that 

in the formation of which his 
advice has not been sought; in 
other words, a policy laid down 
by people with little or no direct 
experience of the intricacies and 
pittalls that can) well arise in 
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:@ Continued from page 6 
Stockholder 
Relations 


those to whom it is responsible. 

Anyone who has had the 
patience to read so far will know 
my views on the matter For 
years now my company has done 
its utmost to present the fullest 
information in the most readable 
form to the stockholders. As 
the law contained in the Com- 
pames Act has to be complied 
with, the figures in the accounts 
sometimes appear involved to 
uninitiated stockholders. In order 
to assist them, therefore, the 
annual report and accounts con- 
tains another page without any 
auditor’s certificate, explaiming 
in the most simple terms the 
financial operations of the year. 
In addition, interest is maintained 
for those who have a leaning 
that way by amusingly illustrated 
comments on the accounts or the 
affairs of the company, and for 
the more serious minded the an- 
nual accounts generally have a 
pictorial record of our products 
and the kind of activities in 
which the company takes part. 

We also try to make our an- 
nual general meeting an interest 
ing event, and on occasions we 
have used lantern slides to illus- 
trate points in’ the chairman’; 
speech, and to give the stock 
holders some idea of what is 
going on in the various works. 

Chairmen should endeavour to 
create among their millions of 
shareholders a lively interest in 
the affairs of their companies. 


MANAGEMENT?’ 


implementing publicity — plans. 
The voice of the expert but 
he must be an expert should 


indeed be heard. 

Public relations must combine 
commonsense and an understand- 
ing of humanity. It deals, after 
all, with people and people 
respond to the way they are 
treated. Hectoring, lecturing and 
demanding will never produce 
goodwill or good results. | 
reiterate that public relations 
must aim to inform and to create 
mutual confidence and under- 
standing. 

To sum up, I believe that 
everyone concerned with public 
relations, both those who prac- 
lise it and those who use it, 
should strive to improve. still 
further the quality of the men 
and women who enter the pro- 
fession, to raise the status and 
authority of public relations 
executives and officers; and to 
awaken among managements a 
deeper appreciation and study of 
public relations and a more acute 
recognition of its essential value 
to them in carrying out their 
policies and in the conduct of 
their business. I am = sure that 
these objects must be achieved 
before public relations, already 
making commendable headway, 
can become fully effective in our 
national life. 
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ADVERTISER'S WEEKLY 


The Public Relations Department 


of 
F. C. PRITCHARD, WOOD & PARTNERS LTD. 


serves the following clients 


BRITISH METAL WINDOW MANUFACTURERS’ ASSOCIATION 
BRITISH TRAWLERS’ FEDERATION 
HALEX LTD. brushes and plastic goods 


MEN’S HAT PROMOTION LTD. 


I. & R. MORLEY LTD. 


hosiery 


P. P. PAYNE & SONS LTD. 


gift wrapping materials 


PILKINGTON BROTHERS LTD. 


structural and decorative glass 


PROFESSIONAL HAIRDRESSING DEVELOPMENT GROUP 


It will not have escaped the reader’s attention that precisely half of these are whole 


industries or groups of competitive firms that have sunk their internal differences 


to further their common cause. 
There is no mystery about the work of Pritchard, Wood in this field. If you 
think that the Public Relations Department might further your interests, why not 


come and watch it working? Just ask your secretary to write or tclephone. 


25 SAVILE ROW - LONDON - Wl 


RILGENT 7080 
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Press Relations 


Getting the best results from 
editorial publicity 


ELATIONS between jour- 

nalists and public relations 
people are on the whole hap- 
pier to-day than they used to 
be, Fleet Street’s old suspicions 
of “P.R.” were largely based 
on unhappy experiences with 
press agents and others who 
were frankly out to obtain free 
publicity and give nothing in 
return, Also the journalist sus- 
pected that in some organtsa- 
tions a public relations depart- 
ment was set up mainly to 
stop the journalist from getting 
any news, 

As for the first charge, press 
agentry was probably going 
strong in ancient Babylon. The 
ambition to obtain a free “pull” 
is human, if not” particularly 
noble or inspiring. Public rela- 
tions, properly so called, is fight- 
ing-—and fighting successfully 
to disentangle itself from press 
agentry, both within its own 
ranks and within the public mind. 
If some announcement is clearly 
advertising rather than news, then 
it ought to go into the advertise 
ment columns and be paid for; 
and the sole judge whether it ts 
or is not news is the editor him- 
self 

The professional public rela 
tions man to-day must work on 
the assumption that his primary 
duty so far as press relations are 
concerned is to help the press 
to get the news or information 
they want, when and how they 
want it. To the extent to which 
he can provide the facts (and if 
he cannot provide them, explain 
without “mystery-making” why 
he cannot) he is helping journ 
alists in their job, and they will 
be grateful to him though 
neither the journalist nor his pro 
prictor may exactly shout thei 
gratitude from the house-tops 

As regards the old charge that 
public relations was a barrier or 
buffer against press inquiries, this 
is simply not true. In the vast 
majerity of large organisations, 
the pressure on the management 
to release news to the press 
comes precisely from the public 
telations people 

The first essential to good rela 
tions with the press ts a knowl 
edge of how the press works 
That knowledge need not be very 
detailed or extensive; a man can 
be a good press officer without 
being himself a brilliant reporter, 
keen sub-editor, or even have the 
smattering of knowledge — of 
printing and many other pro- 
cesses which the staff journalist 


By JOHN PRINGLE, 


public relations officer, British Medical Association. 


soon acquires. If he does not 
possess such knowledge he had 
better not pretend he does. Facile 
use of press “patter” by public 
relations people who have never 
been in the’ business merely 
exasperates the average profes 
sional journalist. 

The basic knowledge necessary 
about the press is quite simple. 
First, last and all the time, to 
realise that the press deals with a 
commodity called “news,” and 
that journalists will be interested 
in you if you can give them news, 
and not otherwise Secondly, 
that what the journalist calls 
news may be different from what 
one’s organisation or — client 
regard as news. 

Better than any amount of 
reading or listening to lectures 
for anyone wanting to know 
about the press is for him to con- 
trive an invitation to a newspaper 
office. During the process of see- 
ing the paper put to press, the 


learner will be impressed, and 
probably disheartened, by watch- 
ing a story from its receipt in the 
office, through the various pro- 
cesses of copy tasting and “sub- 
bing” to its ultimate fate in print 
(or on the spike), and noticing 
how nine times out of ten the 
story dwindles in length all the 
way along. 

Gallons of material to be got 
into a pint’s pot of space—that is 
every newspaper's headache. The 
naive outsider may grumble 
plaintively: “My story was much 
better than the — stuff they 
printed.” He may be right but, as 
in every walk of iife, the pro- 
fessional on the whole ts likely 
to know his own business, and a 
newspaper that did not give its 
readers the sort of news they 
wanted would soon go out of 
business 

Capacity to make a shrewd 
estimate of what makes news is 
the supreme qualification for 
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successful relations with the 
wress. This kind of “hunch” 
seems to be something you can- 
not pick up from a book. You 
either have it or you haven't. 
The technical “tricks” can be 
acquired by education or exper- 
ence. Some of them are simply 
common-sense. No one in his 
senses would send to Picture Post 
a story likely to interest solely 
the Church Times. 

Again, journalists are human, 
and the best news story can be 
spoilt through bad writing or 
arrangement. If one cannot write 
simply and to the point, without 
swank or affection, one would be 
better out of the press relations 
game. (All this is elementary, 
though it is surprising how much 
of the material which descends 
on newspaper desks still appears 
to have been written by people 
who have never heard of it.) 

Press relations is becoming a 
specialised job in most large 
organisations. That is a modern 
development and an_ inevitable 
one. There are, of course, many 
problems to be smoothed out 
before the relations between P.R 
and the press can hope to be 
perfectly smooth, but none of 
these problems, I think, is beyond 
solution. 

During the past year the 
Institute of Public Relations has 
been having most useful discus- 
sions with the representative 
journalist organisations and, | 
think, very substantial progress 
has been made, 


LOCAL LINKS 


NE of the most interesting 

developments in’ England 
to-day is the rebirth of com- 
munity loyalties in urban areas, 
and particularly in those areas 
which were developed rapidly 

too rapidly, as some would 
think between the wars. 
Small villages, which for cen- 
turies had enjoyed a healthy if 
secluded solidarity, suddenly 
found themselves converted in- 
to sprawling, ill-planned, amor- 
phous dormitory towns, where 
a man slept, seldom ate and 
never worked (except possibly 
in his 2 ft. x 4 ft. garden). 


Industrial development threat- 
ened to aggravate this trend still 
further, but in fact the reverse 
happened, and it is not fanciful 
to suggest that the corporate 
spirit that is to-day a feature of 
many such areas is due to a 
large extent to the initiative of 
“the local factory.” 


We often say that public rela- 
tions begin at home, and for us 
in industry they begin on the 
shop floor. From there they 
move on to our doorstep, which 
is also the doorstep of most of 
our workpeople. The coming of 


AID INDUSTRY 


Community Relations 


says M.J. BUCKMASTER, 


public relations officer, Ford Motor Co. Ltd. 


industry brought a new vitality 
and a new loyalty to a man’s 
home town, where previously the 
source of wealth was confined to 
retail trade. 

We also say that public rela- 
tions is a two-way affair, and 
this conception of our work is 
particularly manifest in the 
sphere of the local community. 
Industry is a source of wealth 
that must benefit its home town, 
directly in salaries and wages. 
and indirectly by stimulating 
other enterprises and by the 
association of that town with a 
particular product. Everybody 
knows that Dundee and Dagen 
ham make respectively marma 
lade and motor cars, if I may 
take one of their industries at 
random! 

Conversely the town can be of 
enormous benefit to the industry, 
and not only in supplying the 
bulk of the labour. Like every 
other ratepayer, a factory needs 
services, and it needs them in a 
big way. This job is made im- 
measurably harder without the 
full co-operation of the local 
authority, and = services enthu- 
siastically rendered in the early 
days pay handsome dividends. 

When my own company 
moved to Dagenham in 1930, we 


enjoyed this co-operation from 
what was then the Urban District 
Council, as well as from the Port 
of London Authority, the Essex 
Sewage Commissioners, Trinity 
House and the L.M.S. Railway. 
To-day we enjoy the happiest re- 
lations with those bodies or their 
successors, and I know that this 
is to Our mutual benefit. 

The Mayor of Dagenham pays 
us an official visit every year. 
We were happy at Coronation 
time to make a contribution to 
the town’s festivities, and also to 
those in the neighbouring towns 
where so many of our 17,000 
emplovees live. When parties of 
school-children, or old people are 
being taken to London by boat, 
we arrange if possible for our 
wharf to be available for embark- 
ation, 

There are, I believe. a few 
people who cannot see any point 
of contact between the industrial 
P.R.O. and his colleague work- 
ing for a local authority or other 
statutory body. | am convinced 
that where such authorities and 
the industries in their area have 
a proper understanding of pub- 
lic relations, they are not only 
that much more efficient, but 
thev also find life a good deal 
more tolerable. 


ye ll 
Seo? ‘a 
a ee 1) 
Pat 
aA 
ge? 
ra 
ie 2 
Sara 
ie 
Po, 
ey 
aa | 
— 
re ee 
wy 
% 
te 
a 
ies 
ct An 
vise, 
The 
ies: 
qu 
ears 
aes 
we 
bi 
¥ 
+ 
af 2 
a 
Pe 
: ¢ aa a i aa i a a a aaa 
a 
i : ee 
| $ 
I 
; 7 
7 7 
} 7 
t ; 
4 3 Pid 
rr 7 
se $ ee 
¥ * 
4 o 
Ete 
_ 
-— 
et : 
Ae} 
a 
: Ff 
ray 
:. a 
: ee 
aE. 
Sa 
; - 
ae 
i +e 
; va 
7 ae 4 
7 a 
: x! 
si 
i 
' 
i Si ; 7 : ¥ , . : : t 
ef ae °C gaa ey 0 ee e ai - ~ 4 a 4 ae ie 3 Le 
Ey r Bey ad’ pa cm <8 de E ei z _ bn ee bh oo oe a oa Seah | oi P| ro 
ri FO Se) — eS ee ue Pe) + i , i We a , ae ee a ae ' pr “ 


SEPTEMBER 24, 1953 Public Relations Supplement—ADVERTISER’S WEEKLY 


FILM ACHIEVEMENTS 
in the field of 
PUBLIC RELATIONS 


The Film Producers Guild embodies the accumulated experience of 20 years’ continual service in the 
production and distribution of films for every purpose. 

This association of skilled writers and technicians, backed by complete modern equipment and good 
business organisation, gives to its clients the services of a versatile group of specialists covering film 
production, distribution and exhibition. Films covering every aspect of Public Relations are made by 
the Guild. The five films below are chosen as examples because they are applicable to the five categories 


of Public Relations mentioned in this Supplement ; but the scope of the film in this kind of publicity 
is almost unlimited. 


PE ELITE 2 


1. CONSUMER RELATIONS “In every sense a public relations film... there will 
be many letters of appreciation pouring into the 
“TWIST GRIP”™ sponsors” offices”. (Advertisers Weekly —1tth October, 1951) 
. : * Twist Grip”, seen by more than 100,000 people in 
S S "dt »D At d » Ltd. 3 
panera Sy ie Dummy Ganoer Company td Britain and overseas, still continues to be heavily 
booked. 


2. DEALER RELATIONS * Audience reaction has been all—even more—than we 
dared to hope’. 
“ TREASURE ISLAND” “There is plenty of evidence that the message has 
Sponsored by ShelleMex & B.P. Ltd. been well taken 
“We are satisfied that it has created for us a lot of 
good will”. (Publicity Department, Shell-Mex & B.P. Lid) 
Shown to thousands of Shell-Mex & B.P. dealers 
throughout the country 


3. STOCKHOLDER RELATIONS 10th December, 1952 — 10.15 a.m. — Nearly 12,000 

stockholders and other guests attended seven of the 
“PERSIAN STORY”, “ RIG 20”, hest known and largest cinemas in the West End of 
“4 MOMENT IN TIME” London to see these films. “ Rig 20” and “ Persian 


Story” were seen in public cinemas throughout the 
Sponsored by the Anglo-lranian Company. country, 


7 A quarterly house magazine in film form. Exhibited 
4. INTERNAL RELATIONS for all operatives and staff of Richard Thomas & 
“INGOT PICTORIAL” Baldwins Ltd. and also in public cinemas in the neigh- 
hourhood of their works, thus reaching an audience of 


Sponsored by Richard Thomas & Baldwins Ltd. many thousands. 


5. LOCAL COMMUNITY RELATIONS A film to introduce new staff members to the council 
‘i - . and also suitable for showing to commonwealth and 
“CAPITAL COUNTY” foreign visitors. It has heen shown in Gaumont and 


: . ’ F Odeon cinemas throughout London, 
Sponsored by London County Council 


THE FILM PRODUCERS GUILD LIMITED 


Verity Films Lid, Production Greenpark Productions Lid. Production Publicity Film. 11d. 
Merton Park Studios Ltd. Production and Studios W. M. Larkins & Co. Lid. 
Technical & Scientific Films Lid. Production Sound-Services Lad. 


Production and Distribution 
Cartoon Puppet and Diagram animation 

Mobile Distribution: Equipment sales and service. Library service 
ee 


Sea 
GUILD HOUSE, UPPER ST. MARTIN’S LANE ei LONDON, W.C.2. TELEPHONE: TEM. 5420 
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Tools of the PR job—FILMS, TV 


Pitfalls to avoid in two 
developing media 


N the present controversy 

on the subject of commer 
cial television one of the main 
contentions of tts opponents ts 
that advertising will lower the 
standard of entertainment. It 
is extremely unlikely that this 
would occur but the objection 
does underline the danger of 
using television and the film 
as an instrument of commercial 
communication 

It as noticeable that) whereas 
the old type of advertising film 
used to try to conceal the tact 
that it was an adyertisement right 
until the end, in the new type the 
admission is nearly always made 
at once 

The reason ts that advertisers 
and those responsible tor adver 
tismg films have discovered the 
resentment that the audience. 
which has come to enjoy itsell, 
feels when it ts treated to a piece 


that W the commercial film ts to 
be successitul then it must com 
pete eflectively as a piece of 
entertainment with the rest of the 
programme 

fo a certain extent the public 
relations film has the same danger 
te avoid, but it as very much 
nore easy for it to avoid it 

Public relations of its” vers 
neture requires a more subtle 
and less blatant technique than 
direct: advertising, and therefore 
a tilm which has the object of 
conveying an impression can do 
so much more strongly than one 
which has to put over a. sales 
Hhessare 

Ihe handling of 
even more complex than the 
handling of films because it 
enters into the privacy of the home 
and whereas there is not” the 
same feeling of having paid to 
watch because the process ts 
more remote, there is a greater 


television is 


By IAN HARVEY, M.P., 
director, W.S. Crawford Ltd. 


tainment or interest. It may 
well be that when commercial 
television does eventually make 
its appearance in this country 
that the public relations pro 
gramme concerned with putting 
over a particular set of ideas or 
presenting a particular organis- 
ation will have a stronger place 
than the programme designed to 
sell a product 

Herein will lie the problem for 
those who wish to use the 
medium. If the story is too ob- 
viously presented then it will fail 
to attract the interest and sym- 
pathy it demands; if on the 
other hand it ts too thinly pre- 
sented then it will fail to put over 
ils Message. 

In the TV field in particular 
the example of America is most 
dangerous, firstly because it 1s 
the only reali example available, 
and secondly, because the psy- 
chology of the American and 
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as the intrusion of it into thei 


leisure and pleasure hours is 
concerned, 

In the past ten years two types 
of film have been developed 


which have been more successful 
than any other as instruments to 
be used for public relations pur- 
poses—the first is the documen- 
tary and the second the cartoon 
film. The one relies to a large 
extent on the power of interest, 
the other on the pleasure of 
entertainment. 

Whereas Walt Disney must 
claim the chief credit for the ad- 
vance of the latter, British pro- 
ducers hold the initiative in the 
documentary field. 

Even to-day the documentary. 
so excellent in its direction and 
photographic technique, often 
falls down on its commentary 
The writing of commentaries for 
public relations documentaries is 
a sphere in which there is room 
for a spark of genius. 

In the use of the medium of 
film and television there is there 
fore an initial hurdle to get over 
in so far as any form of “mes- 
sage” is not only likely to he 
ignored—it may well be resented. 
Against that the media have the 
advantages of life and movement 
and of easy assimilation. The 
fact that they are all presented 
to what is more or less a “cap- 
tive” audience can therefore be 
as much a handicap as an ad 
vantage. 


potential resentment if anything 
is put over which is not pri 
marily concerned with enter 


British audience is radically dif 
ferent, particularly in respect of 
commercial activity and so far 


What is of the greatest impor 
tance if films and television are 
® Continued on page 20 


of commercialism 
The new technique emphasises 


Intelligent Typography IS 
Public 


Relations 


Can you imagine a P.R.O. not caring about the voice and manners 


of the firm’s switchboard operator? Or allowing anybody in the 


firm to imagine that that particular human voice isn’t the voice of 
the firm ? 

Or, by the same token, can you imagine the P.R.O. not caring 
about the typography which is the firm's way of speaking to its 


5 


customers in print ? 


Ot course not. Every astute P.R.O. knows his ‘Monotype’ faces and 


MONOTYPE 


REGISTERED TRADE 


speaks up for the “extra money's worth” of single type printing quality 


MAKK OF Send for free copies of the Monotype Corporation’ s type study leaflets. 


HH MONOTY?I 
Reg. Office 


CORPORATION 


mae 
646-66 Lincolns Inn Fields, London, woe. 


Head Office & Works: Saltords, Redhill, Surrey. ser in ‘MONOTYPE’ PERPETUA AND BOLD TITLING 
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How are you 
omorrow ? 


is the title of a new down-to-earth booklet on the practical 
aspects of Public Relations — their importance to you and to 
your business. Published today by FCB in a limited edition. 
The Public Relations Group of Foote, Cone & Belding 


Limited will be happy to send you a complimentary copy. 


Simply fill in and post the coupon today. 


The Public Relations Director 
Public Relations Group 

Foote, Cone & Belding Ltd. 
27 Will Street, London, W.1 


Please send mea complimentary copy of your new PR. booklet 
* How are you tomorrow ?” 


NAME 
POST DEPT. 
ORGANISATION FIRM 


ADDRESS 
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FILMS FOR 


Foe y: 


There seems to be an idea amony some tolk 
that makers of specialised tilms keep very 
strictly within the boundaries of the educational 
and the instructional. 

So far as our Unit is concerned, we like to 
think we can offer something more. Indeed, 
our production programme has varied from the 
classic “ATOMIC. PHYSICS”, which won the 
British Film Academy’s award and a= gold 
medal in Venice, to a series of films in which 
some of Britain’s most famous variety acts 
diverted themselves and the cinema public. 
And in between ate such titles as “BRITAIN’S 
COMET”, “DEEP SEA DIVING”, “THE 
TECHNIOUE OF BANDAGING WITH 
TUBEGAUZ” and the now famous “FOCUS 
ON...” series of interest films. 

The Unit's two feature films tor the 
Children’s Film Foundation, “THE STOLEN 
PLANS” and “GIBRALTAR ADVENTURE” 
are yet another example of our versatility. 
With public relations men we think we have 
something very much in) common. If you 


would like to know more about us... 


Send for GAUMONT SPECIALISED 


DONALD CARTER 
GAUMONT SPECIALISED FILM UNIT 


The Gate Studios, Boreham Wood, Herts. 
— Telephone: ELStree 246] 
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Keeping the employee in 


the picture 


By JOHN METCALF, 


managing director, Voice and Vision Ltd. 


( NE of the most extra- 

ordinary phenomena tn in- 
dustry since the war has been 
the increase in the number of 
company magazines. In the 
United States their circulation 
has outstripped that of daily 
newspapers, and the fourteen 
hundred major house organs 
there share between them a 
circulation of more than fifty- 
five million, while one single 
magazine prints two million 
copies an issue 

Although — they have not 
reached such proportions in Eng 
land, the same trend ts at work 
here. There 
are already 
well over a 
thousand 
separate pub 
lications 

But why 
they have 
them is a 
question 
many man 
agements 
would be 
hard put to 
it to answer 
clearly 
Partly because they are fashion 
able, because other firms have 
them. Partly because it is 
felt right for management to 
have some means of communica- 
tion with the employees, apart 
from direct orders 

But look at the average house 
magazine. In many cases it be- 
comes clear that the policy be- 
hind it has not been fully 
thought out. What is it we want 
this magazine to do? To whom 
do we want the magazine to do 
it? These are two questions 
which, in the majority of cases, 
seem to have gone unasked; and 
yet on the answers to them de- 
pends everything about the maga- 
zine its size, its shape, the fre- 
quency of its publication, the 
tone of the writing, the charac- 
ter of its illustrations 

there are three fundamental 
questions to ask yourself. Is 
your magazine intended  prim- 
arily to inform outside groups 
about the company, its activities 
and its products? Is it intended 
primarily to create a better feel- 
ing among employees? Or is it 
a combination of the two? 

It is at this stage that so many 
businesses adopt a compromise 
that makes the worst of both 
worlds. They produce a maga 
vine tor outside distribution con- 
taining staff gossip and news that 
is of no interest whatsoever to 
the outside reader and the inclu- 
sion of which lowers the tone of 
the whole publication. To force 
these personal notes on your out- 


side audience is bad taste and bad 
business. The publication should 
be split in two: a magazine con 
taining matter of general inter- 
est to both employees and out 
side recipients, and a_ separate 
paper giving all the employee 
news for internal distribution 
only. 

The editorship of the employee 
news is a simple problem, which 
can easily be tackled internally; 
the external publication, how- 
ever, iS a considerably more 
complicated question. 

What benefits will result from 
your publishing a house maga- 
zine? 

First of all, it will give you 
the opportunity of telling the 
public and your employees 
about the background to your in- 
dustry, its relationship to other 
industries, its history and the 
reasons for its present structure 

A series of articles about the 
places where your raw materials 
come from would encourage 
good relations with your primary 
suppliers and sub-contractors, 
as well as being of interest to 
your staff and customers. 


Builds morale 

Picture features on the pro- 
cesses of manufacture will serve 
to explain the intricacies of your 
business to the outside recipients 
of the magazine and will im- 
prove employee morale by show- 
ing them that their jobs are not 
only being noticed, but appre 
ciated 

Articles on the uses to which 
your products are put can pro 
vide a useful line of appeal to 
your customers and to other in- 
dustries that use your goods. 

Articles on new company 
policies and products will also be 
seen by those people most di- 
rectly interested, while a series 
of features on your employee re- 
lations plans and welfare schemes 
will not only guarantee that your 
staff are fully informed about 
these schemes, but will ensure 
that the public looks on your 
company as a good citizen and 
a good employer. 

Your research information can 
be the source of many fascinat- 
ing stories; and the magazine is 
an ideal medium for presenting 
your annual report in_ pictorial 
form. 

You will find that the effect of 
a Magazine ts cumulative. and it 
gains in importance over the 
years by being the only regular 
means of contact you have with 
a particular—-and important 
audience. Furthermore, a house 
magazine is often the easiest and 
most efficient medium that exists 
for spreading facts about your 
company. 
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CLIENT relations 


We have our own ideas about Public Relations, but 
we try not to obtrude them. And Heaven forfend 


that we should attempt to educate our client. 


What he is more concerned about is our relations 
with him, and there we believe that actions speak 
louder than words. We try to give him immediate 
service; to take as much as possible off his shoulders ; 
to win his complete confidence ; to get inside his mind 
and give him what he wants, in our way. 

Don’t let our use of the singular mislead you. We 
really have more than one client, but we try to make 
each feel that he actually is the only one. 
We seem to get on with them pretty well, 


Letter from America (to our client) 


“ Flave I told you lately how immensely clever 1 think your‘ News’? The 
latest reaches a new high in attractive layout, interesting pictures, and 
pithily-phrased items. The whole news sheet is a little vem; a prime 
example of good Public Relations, old boy.” 


THE WARREN SEYMOUR COMPANY LTD 


45, RUSSELL SQUARE, LONDON, W.C.I. LANGHAM 6258 
A COMPLETE ADVERTISING AND MARKETING 


SERVICE 
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Sir Basil Clarke, a pioneer in his 
appreciation of the part that public 
relations should play in the science of 
industry and commerce, started Editorial 


Services Ltd in 1924. 


Today it is directed by Claude 
Simmonds, for five years Director of 


Public Relations at the Board of Trade. 


Among its clients are two of the 
foremost industries in the country. ‘To 
these, and to all fo whom it works, 
Editorial Services offers versatile think- 
ing, progressive ideas and energetic 


action. 


Nditorial Services 
Limited 
32, Great Queen Street, London, W.C.2 


Telephone: Chancery 2591 (3 lines) 
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OPINION RESEARCH 


‘Intelligence’ sections eliminate 


*hunch-work’ 


OME men build jet planes 
from aluminium, others 
build bridges from steel or 
houses from cement and tim- 
ber. These technicians know 
intimately the properties of the 
material with which they are 
working. The public relations 
practitioner's material is public 
opinion and the more he knows 
about it the better are his 
chances of being able to mould 
it. 


To date, in this country, the 
emphasis on public relations 
work has been on developing 
techniques of outward communi- 
cation to the public. For the 
most part the other half of the 
business, the interpretation of the 
public to the organisation, has 
remained a task which the public 
relations man is expected to per- 
form on an intuitive basis, with- 
out biting into the man-hours 
given over to the informational 
aspects of the programme or the 
budget 


Intuition 


The “intuitive method” is used 
by all employed in public rela- 
tions with varying degrees of suc- 
cess, depending upon the experi- 
ence and character of the particu- 
lar individual. The public rela- 
tions executive often has to make 
rapid assessments of — public 
thinking about a specific topic or 
forecast possible public reaction 
towards an event yet to occur 
To this end he keeps himself in- 
formed of public attitudes as 
reflected in the main media of 
mass communication- the press, 
radio, television and the news 
reels. In addition he is constantly 
seeking to develop sound con 
tacts and make friends in varying 
walks of life so that when a 
fresh situation or problem in- 
volving his employer suddenly 
arises he is in a position to gather 
information speedily and make a 
quick check on opinion, To reach 
such an opinion he will probably 
talk with thought leaders: those 
whose attitude is most likely to 
reflect the possible reaction of 
those organised sections of the 
public which they represent, 

In a number of public rela 
tions’ departments this work has 
been extended by the formation 
of an “Intelligence Section,” res- 
ponsible for recording and ana- 
lysing, under a number of heads, 
all press comment and written 
and spoken statements concerning 
the organisation and the field in 
which it is operating. In additidn, 
relevant letters from the public, 


' customers, dealers and others are 


By T. H. TRAVERSE-HEALY, 


manager, PR department, 
F. C. Pritchard, Wood & Partners. 


logged, complaints registered and 
reports from company represen- 
tatives on their contacts with the 
public are sifted. As a result the 
public relations personnel of 
these concerns know what ts being 
written or said about their or- 
ganisation by interested well- 
wishers or critics. But, should 
they want to know what the 
general public thinks or feels 
about it, should they wish to 
gauge the true depth of public or 
sectional opinion, then they would 
need to employ public opinion 
research. 

The greatest handicap to the 
development of public relations 
has been the management feeling 
that the work is intangible. Direc- 
tors can check the value of an 
edvertisement or sales promotion 
campaign by turning to the sales 
figures. Shrewd business men will 
not readily make financial al o- 
cauions of support a programme 
which, to them, appears vague, 
theoretical and to some extent 
idealistic. Such men want facts 
and in the field of public rela- 
tions Opinion research can pro- 
vide them. To-day, a number ot 
public relations’ departments are 
experimenting in this direction 
and it is definite that important 
advances are likely to be made 
in this country, over the next 
few years, in. eliminating the 
“hunch work” from public rela- 
tions planning. 

The methods outlined earlier 
can only give an opinion as to 
the true facts. The “intuitive 
method” is often dazzlingly suc- 
cessful but has grave faults since 
the impressions received must, of 
necessity, be of a subjective 
nature and the findings therefore 
often erratic and inaccurate 


Experts all 


When public relations’ affairs 
are under discussion at a manage 
ment meeting everyone round the 
table suddenly becomes a student 
of public opinion, or a_ public 
relations expert, because little or 
no facts have been tabled which 
could provide a solid basis for 
discussion and a policy decision 
The result is often the staging of 
an ineffective public relations 
programme. 

But public opinion research 
a kind of organised eavesdropping 

does provide the required 
yardstick. Research may be em- 
ployed at the planning stage of a 
public relations programme to 
find out the full extent of opinion 
about a particular subject, to 
test the strength with which these 
opimons are held and to check 
how and why the public have ar 
rived at that opinion 
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to industrial 


AND 


AT NEW YORK, 


BRUSSELS, 


ROME, 


Public Relations Su ADVERTISER'S WEEKLY 


P.D.A. 


the leading . 
and, of course, the largest 
Public Relations organisation 


in Europe _ 


Our business is limited 


and commercial firms. - 
All our clients 


are international 


PATRICK DOLAN & ASSOCIATES LTD. 


35 PARK STREET, LONDON, Wit. : GROSVENOR 7701 


STOCKHOLM, 


COLOGNE, FRANKEUR I Sart aes # 


PATRICK DOLAN 
london & New York 


H. Wa. BERNHARD I 
Zurich, Switzerland 


PDWARD GOTTLIEB 


New York City 


WILLIAM HOULTON 
New York City 


LARS BUNGE-MEYER 


Sweden 


HAKON BRUUN 


Copenhagen 


G. J. van HULZEN 


Amsterdam 


PIERRE REGOUT 
Brussels 


JEAN MARIF RICHE 


Paris 


JOHN REYNOLDS 
Paris 


GEORGE MARTIN 
Zurich 


JOHN GATES 
Madrid 


WILLIAM DOWDELI 


Rome 


MURRAY EDWARDS 


london 


STEPHEN MORRIS 


london 


STEPHEN BLACK 
london 


AMSTERDAM, 


MADRID 


Ce a i 


a — a see ae re 7 ya 7 7 = *) 7 eae 
ee 17 ee 
ee ; 
_ ; 
PC A 
od 
a a 
Pe ‘a 
a 
ma 
ait 
as * 
‘a 
7 
7 
“nS 
K 
7 
pe a 
ee | 
PC 
|| a 
= 
= 
Po ag 
ee LY. 
ie 
maz ; 
" 
t- 
ee 
a 
maz il 
a 
eee p 
7 
| 
; 
ee, | 
‘ 
a 
* 
y. 
‘ _ ee a a ee . eT eee» tae ~ a, leo - kee - 


MAGIC IN A NAME ? 


ADVERTISER'S WEEKLY -Public Relations Supplement 


No - just good Public Relations. 
But with so many media 
to conjure—they range 
from press and PUBLICATIONS 
to RADIO, TELEVISION and FILMs— 
our clients often credit us 
with miracles. In fact, it is 
our specialised knowledge 
in every aspect of this complex 


field that does the trick. 


JOHN WYNN & PARTNERS LTD 


an associate company of 
PERRY PRESS PRODUCTIONS LTD 


STANDBROOK HOUSE 
2-5 OLD BOND STREET, LONDON, W.1 
TELEPHONE: 


GROSVENOR 8346 (PBX) 
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SPECIAL OPERATIONS 


How to get genuine 


press mentions 


By ALAN HESS, 


past president, Institute of Public Relations. 


Ir is my misfortune that 

many of the public rela- 
tions projects I carried out 
while associated with the 
Austin Motor Company were 
evaluated wrongly by some 
people as STUNTS. 

In true P.R. there is no room 
for stunts; these are the stock- 
in-trade of the publicity manager, 
not of the 
public rela- 
tions officer. 
And yet, if a 
P.R. project 
be suffi- 
ciently = sen- 
sational to 
make the 
head! ines 
and capture 
the popular 
imagina- 
tion, there 
are always 
those who 
will write it off as a “stunt” 
rather than go to the trouble of 
divining its underlying P.R. 
motive. 

If | may draw on my personal 
experience with Austins to make 
this point, | would refer yeu to 
the Seven-C apitals-in-Seven-Days 
Goodwill Tour of three Austin 
cars I undertook in March 1947. 

This was the first post-war 
motoring adventure of any kind 
and aimed at showing the Union 
Jack throughout Europe and was 
phased to terminate in Geneva 
during the running of the first 
post-war Motor Show. 

Do you call that thoughtfully 
planned and carefully-executed 
piece of public relations a 
“stunt”? | don’t. 

Then, in 1949, Austins invaded 
the U.S.A. market and wished to 
persuade American motorists 
that, contrary to the clamorous 
declarations of American car 
manufacturers down the years, a 
typical British four-cvlinder 
engine can stand up to prolonged 
high-speed work at least as effici 
ently as their own lazy, extrava- 


gant six-cylinder and eight- 
cylinder engines. 

Unique results 
No amount of advertising 
could have achieved this. Apart 


trom the impossible expense of 
such a campaign and the swamp- 
ing deluge of American counter 
advertising it would have evoked, 
such announcements would have 
been suspect anyway. 

So I took a four-cylinder- 
ergined Austin A90 over to 
America with a couple of co- 
drivers and a team of time- 
keepers and mechanics and ran it 
around the Indianapolis Speed- 


way day and night for a week at 
a net average speed of over 
70 m.p.h., under official super- 
vision by the American Auto- 
mobile Association, and we 
established 108 records. Here 
was a practical demonstration 
providing positive proof of the 
point we wanted to make. A 
“stunt? Surely not... . 

In 1951, Britain’s Festival Year, 
it was felt that the time was 
apposite for a litthke more flag- 
waving throughout the world, for 
the benefit of those who could not 
visit the Festival but yet might be 
encouraged to Buy British. j 
admit I am dedicated irrevocably 
to the doctrine of practical 
demonstration rather than didac- 
tic announcement. How, then, 
could one reach these overseas 
markets better than by visiting 
them in a manner calculated to 
arouse intense local interest? 


Round the world 


The  Round-the-World-in-21- 
Days tour was the outcome, and 
if you describe a project of this 
magnitude with all its complexity 
otf organisation as merely a 
“stunt” —if you do so in my hear- 
ing, that is —I think I shall go 
quietly away and open an artery. 

If | may bore you with one 
further example, take the most 
recent venture, the Equator-to- 
the-Arctic expedition. Here the 
object was to learn a number of 
scientific facts which should im- 
prove the breed of Austin cars 
for future users. 

A Stunt? Surely not. 


It is, of course, wholly wrong 
to pretend to measure the success 
or failure of such projects in 
terms of column inches of 
editorial. No one is more fully 
aware of this than | am. Never- 
theless, purely as a matter of 
interest for Austin’s Export C or- 
poration | did keep tabs on 
global press reaction to our 
Round-the-World — journey in 
1951. The results astounded me 

and continue to astound me, 
for stray editorial references to 
the trip still trickle in through 
the press cuttings bureaux. 

To date, 10,737} inches of 
editorial have appeared devoted 
wholly to this one journey. The 
overseas countries showing the 
greatest interest being, respec- 
tively, the North Americas, India. 
Holland. Sweden, France, Bel- 
gium, Portugal, Denmark, and 
Australia Philippines (tie). 

In all, forty-two countries out- 
side the United Kingdom publi- 
cised this journey. I decline to 
believe that such widespread 


interest could have been aroused 
by a Mere “stunt.” 
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Voice & Vision Limited 
1 OLD BURLINGTON STREET - LONDON - Wi 


GROSVENOR 7191 


Public Relations International 
tO EAST 497TH STREER I NEW YORK CITY 17 


NEW YORK - U.S.A. 


and their Overseas associates 


offer a world-wide service 


of public relations and publicity 
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ADVERTISER'S WEEKLY 


Public Relations Supplement 


Our business is making 


FILMS 


especially for those concerned with 


PUBLIC RELATIONS 


We have had the pleasure of making quite a number 
The 


Film can help YOU in many ways, and we can help 


for some of Britain’s leading organisations. 


you to decide how this important medium can play 


its part in dealing with your particular problems. 


Please consult»... 


WALLACE PRODUCTIONS LTD 


Wallace Centre, 8 Berwick St., London, W.1 
Gerrard 2639 


/ J. 
Rca PUBLIC RELATIONS 


J. MURRAY-SMITH LTD. 


9 SOUTHAMPTON PLACE, LONDON, W.C.1 


CHANCERY 2131 (3 LINES) 


business 


UBLIC relations is now an 
accepted, reputable and 
commonplace tool of American 
business. On the other hand, 
in the United Kingdom and 
Western Europe, P.R. by 
American standards is very 
much in its infancy. Very, 
very few people understand it, 
fewer sull Know how to handle 
it, and yet the need for it and 
the opportunity for it are even 
greater here than on the other 
side of the Atlantic. 
fhere 1s hardly one major cor 
poration in America which does 
not employ public — relations 
Ther € is 
hardly one 
leading busi- 
ness execu 
tive who 
doesn't 
thoroug hl y 
understand 
and appreci- 
ate how it 
can help 
him and his 
company. 
In the 
U.K. we are 
still in the 
P.R. has been 
its misuse and 
abuse. The head of a 
company or, even worse, the 
average board of directors really 


suspicious 
bedevilled 


Stage 
by 
average 


hasn't got a clue what it’s al! 
ubout, and in. blissful ignorance 
damns it out of hand without 


really knowing what it is damn- 
ing. 

The newspapers, too, add to the 
confusion by illogical and intem- 
perate attacks 

Fortunately, however, every- 
thing is not all bad. One can 
see a real awakening and a real 
interest in PLR. As a business 
and as a technique, a beginning 
has been made and some very 
good jobs have been done, jobs 
that can be viewed with justi- 
fiuble pride and which prove the 


to be used effectively is” that 
they should be co-ordinated to 
the full with the main conduct 


of any public relations campaign 
Because they infringe on the field 
of entertainment they tend to be 
regarded subsidiaries. In a 
society in which there are so 


as 


many demands upon the atten- 
tion only the which is 


messave 


Lesson from America 


PR a tool of modern 


SEPTEMBER 24, 


1953 


says PATRICK DOLAN, 


managing director, Dolan Davis Whitcombe & Stewart Ltd. 


value of this technique 

In New York, Chicago or on 
the West Coast literally hundreds 
of well-trained, efficient people 
are readily available for public 
relations, 

In Britain the difficulty is that 
there is as yet no reservoir of 
personnel. 

When P.R. started in America, 
and it is still true to this day, 
some of the people in it, and 
finding the right people for it, 
constituted the profession's big- 
vest problem. 

Nowadays, when you meet and 
tulk with the head of a New 
York public relations firm, you 
will find that his office is ele- 
gaunt and quiet. He usually 1s a 
highly intelligent, well educated 
and well read man of some con- 
siderable personal distinction. He 
dresses well, is and acts the part 
of a professional adviser to big 
business. 


Many misconceptions 
There are still far too many 


misconceptions in’ this country 
about the role of P.R. Many 
people believe it consists of 
stealing space in the public 


prints or getting editorial puffs 
in diaries or a brief mention on 
the B.B.C. Others think it is that 
wonderfully gentle and = gentle- 
manly thing called “An Informa- 
tion Service” for the press. 

It really is simply an additional 
selling tool for business, a 
method and technique which can 
be usefully employed to transmit 
the reputation, goods and ser- 
vices of the client to the public 
oa way that direct advertising 
can never do. 

Good P.R. frequently consists 
oF advising business on anything 
and everything to do with 
propaganda, and that propa- 
ganda can cover many different 
facets the general public, the 
trade public, consumers, share- 
holders, employees, unions, 
strikes 


@ IAN HARVEY continued from page \2 


MEDIA: FILMS AND TELEVISION 
—PITFALLS TO AVOID 


immediately convincing and con- 
stantly repeated will be heard 
Just as in advertising there must 
be a handwriting, so also in pub- 
lic relations there must be a tone 
of voice. 

There ts no stronger medium 
for that purpose than the film. 
The potentialities of television 
are even greater—and so are the 
dangers 
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A Wie eisby SAIRVUCE 
LO PUBLIC RELATIONS 


Each week throughout the year ADVERTISER’S WEEKLY brings you com- 
plete coverage of the Public Relations field. From its world-wide sources of 
information ADVERTISER’S WEEKLY reports and interprets current 
developments, analyses and forecasts future trends, keeping the people in Public 
Relations not only abreast, but ahead of the times. No other weekly or monthly 
publication gives such a full and accurate coverage of the Public Relations 
field that is why progressive P.R.Ow read ADVERTISER'S WEEKLY 
regularly each week. 


Y Y 
NEWS 
All the news that is interesting 
or useful to, or about 
—The people in P.R., 
—Latest P.R. Campaigns, 
—New P.R. developments 


Keep 
FEATURES 
ahead Specialist contributors discuss, exclusively 


e to ADVERTISER'S WEEKLY 
of the times —Modern P.R. methods and techniques, 


—Outstanding personalities in P.R., 


with tian ke eamiiab 
Advertiser's 
Veekbly 


Published every Thursday [' = a copy from your newsagent 


or sent post free for 52/6 a year from 
ADVERTISER'S WEEKLY, 180 FLEET STREET, LONDON, E.C.4 (Phone CHAncery 8844) 
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ADVERTISER'S WEEKLY 


Public Relations Supplement 


Graham Cherry 


presents his compliments 

and congratulates Advertiser’s Weekly 
on producing this Supplement. 

It will assuredly do much 

for the cause of public relations 


in this country. 


Graham Cherry 


Consultant in Publicity and 
Public Relations, specialising 


in agriculture and allied industries. 


Eagle House, Jermyn Street, London, S.W.1 


(TRAfalgar 6987) 


Toall Medium and Small Advertising Agents 


If your clients ask for a Public Relations Service there 
is no need to immediately start your own P.R. Depart 
ment with a large staff and overheads. Why not farm out 
your PR. job to an experienced P.R. Consultant who 
for many years has had outstanding successes in indus- 
trial, exhibition, personal Public Relations, and will do 
the job for you at comparatively small cost and efficienny. 


Write or phone : 


R. C. LIEBMAN 
5 New Bridge Street, Ludgate Circus, E.C.4 
Tel: Cl'Ty 4815 and ClTy 5889 


HEREWARD PHILLIPS 
Public Relations Consultant 


Assignments handled for all kinds of national 
Current 
examples include—Olympia Packaging Exhibition, 
White City Searchlight Tattoo, Westminster Abbey 


organisations during the past ten years. 


Appeal. 
149 Fleet St., E.C.4. 


CEN 0367 


PR campaigns overseas 


Sprremper 24, 1953 


Four aids to export 


marketing 


By R.A. PAGET-COOKE, 


chairman, General Purposes Committee, 


O readers of ADVERTISER’S 
WEEKLY, Overseas adver- 
using is probably a more 


‘ familiar subject than overseas 


public relations operations 
There is, in fact, a close 
analogy between the methods 
of conducting both, but first it 
may be helpful to discuss who 


| has an interest in overseas P.R. 


operations. 

Any firm engaged in overseas 
advertising must necessarily have 
formed relationships with groups 
of overseas publics. These rela- 
tionships exist--and it is up to 
the firm concerned whether they 
are good, bad or indifferent. 

Overseas P.R. operations can 
do much to create and maintain 
the climate in which direct 
methods of selling can operate 
best. 

Secondly, there are firms whose 
products or services are sold at 
home and abroad and who per 
haps already take their public 
relations in Britain seriously 
but, because they themselves do 
not carry out the sales operation 
for their goods overseas, may 
never have considered overseas 
P.R. operations or even known 
they were possible 

Lastly, there are firms and or 
gtanisations of all kinds which 
may be considering overseas ac- 
tivities for the first time and for 
which overseas P.R. operations 
may be able to play a vital 
and economical -role 

For all these potential users of 
overseas P.R. operations one fur- 
ther point is important. In the 
long run-or the = short--their 
success will depend on good in 
ternational relations. A moment's 
reflection will remind any execu 
tive how difficult it is to build 
and maintain really good rela- 
tions even with groups of his own 
countrymen—-under to-day's con- 
ditions of mass communication. 
half-kKnowledge and _— trequent 
misunderstandings. How much 
more vital, then, is it for firms 
and organisations with  inter- 
national interests to try to en- 
sure good relationships with ap- 
propriate foreign groups, when 
bad relations, for instance, can 
result in trade barriers, higher 
import duties and so on. 


Next one must consider how 
overseas P.R. operations should 


' be handled-—and here the adver- 


tising analogy is helpful. There 
are, I suggest, two wrong ways 
of carrying out overseas adver- 
tising. 

The first is to prepare a com- 
plete campaign in Britain and 


Institute of Public Relations. 


then place it—exactly as it is 
in the various media of the neces- 
sary countries abroad; this can 
produce disastrous results through 
being rigid and _ out-of-touch 
with local requirements, 

The second wrong method is 
to allocate sums of the client's 
money to various Overseas adver- 
tising affiliates and tell them to 
get On with it: such practice can 


Overseas P.R. operations can: 

@® Cover ground beyond the 
reach of advertising 
whether for reasons of cost or 
media. 

@ Assess and mould reactions 
of the public, and of particu- 
lar groups, in a way that is 
—for the appropriate firm— 
perhaps even more valuable 
than similar work at home. 

@ Provide the quick on-the-spot 
knowledge that enables an 
exporting firm’s policy to be 
effectively flexible. 

a Sti let kL 


interest 
in what can otherwise be just 
another foreign product for 
which potential buyers have no 
particular loyalty. 


easily founder through lack of 
careful thinking out of the right 
policy in the light of all the 
clieat’s circumstances. 

The right way is, surely, to 
take great care in formulating 
advertising policy in Britain 
then to prepare the best possible 
campaign and send it to overseas 
affiliates for their action as fol- 
lows: either to adopt it, if their 
local knowledge tells them it is 
right for their country; or to 
adapt it as they consider neces- 
sary for their particular circum 
stances, or to present a reasoned 
case for changing it completely 
for their own country’s specia! 
conditions 

This last method applies al- 
most exactly to the conduct of 
overseas P.R. operations. Policy 
must come first-—-and the skilled 
services and experience of an in- 
dependent P.R. group with an 
overseas P.R. network are in- 
valuable here, not least because 
they can tap quickly their own 
overseas P.R.Ovs thinking for 
each country. Then the plan of 
operations must be drawn up and 
given to each overseas P.R.O. to 
adopt, adapt or “change with 
reasons.” Throughout operations 
policy control remains flexibly in 
the hands of client and P.R. 
group. 
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A. E. L. MASH 


Associate Offices AND ASSOCIAT ES 
CANADA, AUSTRALIA, 


NEW ZEALAND, SOUTH 


AFRICA, SCANDINAVIA, 


PRACTITIONERS & CONSULTANTS 


MIDDLE EAST IN 


PLANNED PUBLIC RELATIONS 


SWITZERLAND, _ SPAIN, 


Associate Companies 


MASH ENGINEERING 
MODELS LTD. 


NEW FILMS LTD. 
25, SHAFTESBURY AVENUE, LONDON, W.1 


Telephone; GERRARD 3362 
Telegrams: INFORMASH, LESQUARI 


LONDON 


Rometike & Curtice 
Limited 


“ The First Established Press 
Clipping Bureau ” With associated companies one of the oldest and largest 


organisations of its kind in the world. 


A century’s experience in reading and extracting editorial 

yy and advertisement newspaper cuttings. Service can be 
—- 

* | selective, excluding repetitions and mere references, or 


completely unrestricted covery a comprehensive list of 


newspapers and magazines in the United Kingdom and 
A Press Cutting Service is the 
vesemial tink beiween the Pablk when required from Overseas countries by co-operation 


Relations Organisation and the Press. with established agencies throuyhout the world. 


BB-90 Chancery Lane. London, W.C.2 


Telephone: HOLBORN 8171/2 
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to like US 


We like to be friends 
with people: with ad 
managers, with 
advertisers, with staff, 
with directors, with 
everybody. 


We'll argue if we think 
we have a good case. 
Wei'll fight if we're 
roused. But we'll try to 


agree if we're convinced. 


We believe in getting on 
with people. We believe 
in the fundamental 
goodness of most folks. 
Maybe we're simple, but 
we like people. And we 


want people to like us. 


Its nice to have people 
say ‘‘We heard about you 
in Fleet St. so we came 
along’’. Its grand to hear 
people talk of ‘A & T”’ 
in a tone of indulgent 


affection. 


Whew! What else can 
we say? We just hope 


you tike us! 


AUGER & TURNER LTD 


Incorporated Practitioners in 
Advertising 


AUTUR HOUSE, 40 GERRARD ST. 
LONDON, W.! GERRARD 6671 


14-15, BULL STREET 
BIRMINGHAM, 4 
CENtral 8020 


158, SAUCHIEHALL ST 
GLASGOW, C2 
DOUglas 7934 


Represented in the U.S.A. by: 
TURNER & DYSON INC 
452, FIFTH AVENUE 
NEW YORK, !8 
Lackawanna 4-4955 


“PUBLIC CAMPAIGNERS” IS THE REGISTERED 
NAME OF OUR PUBLIC RELATIONS DIVISION 


ADVERTISER'S WEEKLY —Public Relations Supplement 


and recognition 


24 


we like YOU The fight for standards 


By Sir STEPHEN TALLENTS, 


president, Institute of Public Relations 


| AST May at Hastings the 
4 Institute of Public Rela 
tions held its annual week-cnad 
conference. Looking round tne 
room, with probably the oldest 
eyes present, as I invited Peter 
Masefield to imaugurate it, | 
could not refrain from a few 
backward glances 

I remembered the 
vacuum in which J 
myself when, 
betore, | had 


surprising 

had tound 
twenty-five years 
been plunged at 
the Empire Marketing Board 
into work which had not then 
acquired the title of public rela 
tions, let alone the experience 
and the media with which a quar 
ter of a century has since endowed 
it. 

I remembered a small gather 
ing over Soho coffee cups at 
which a few enthusiasts had per 
suaded me that an attempt should 
be made to provide a rallying 
point for 
commerce 


those who in industry, 
protessions, 


and the 


as free lan- 
ees and in 
local and 


central gov 
ernment 
Were now 
engaged in 
pioneering 
work that 
was rapidly 
moulding it 
self into a 
specialise d 
profession. 
All those 
interests 
were repre- 
sented that May week-end in the 
conterence hall by men and 
by women Crawn from working 
conditions of a fascinating 
variety, from countries which 
ranged from Finland to_ the 
United States; cheerfully en 
gaged, in school and out, in 
comparing notes of their experi- 
ences and their needs and con 
ducting their business with a 
sense of purpose and a freedom 
from both the verbosity, which 


dulls so many annual gathertays, 
and the contentions which em- 
bitter some. How, | won Jered 
would the like conference iook 
a hundred years hence”? 

But neither memories = nor 
mere speculations are appropriate 
to a sul yvouthtul organisation 
in whose vigorous present there 
are no dull hours needing to be 
filled cither with reminiscences 
of the past or cry stal gazing into 
the future. It is more pertinent, 
while the calling and the body 
which represents it are still so 
happily malleable, to attempt to 
define some at least of our Insti 
tute’s purposes. 

I have spoken of the LPLR. as 
a rallying point. There is special 


need for such a centre in the 


public relations world. P.R.O.'s, 
by the nature of their calling, 
work in dispersion at inany 
different points in this country 
and overseas. Moreover, again 
by its mature. them task is indi- 
vidual and olten solitary. Even 


in the biggest undertakings they 
are charged, among colleagues 
whose attention is rightly con 
centrated on immediate problenis 
of production, distribution and 
administration, with the special 
duty of keeping watch upon pub 
lic opinion and the media by 
which public understanding and 
favour are to be won. — Every 
member of our Council would 
regard the progressive develop- 
ment of such a centre as our 
Institute’s prime duty, 

That development should in 
clude the establishment and 
mamtenance ol close and 
Iriendly relations with workers 
in allied fields such as journal 
ism, advertising and market re 
@ D>. BROOK-HARI 


continued 
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search: with those, such as film 
producers, display experts and 
ty pographers, upon whose exper 
tise we are likely to call; with 
artists in various media whose 
gifts have much to contribute to 
our work. Our Institute has 
made good headway in this field 

Internally it aims at securing 
in due course recognised facili- 
lies for thorough training in P.R 
work, at providing tests ol pro- 
fessional conduct. Externally it 
seeks to gain and maintain touch 
with bodies of like purpose in 
other countries. We are proud to 
believe that British public reia 
tions work will always have a 
quality and character of its own, 


but we know that we can learn 
from the experience of other 
countries. Some of our leading 
members are already in treaty 
for the formation of an inter 


nauional body for this purpose. 

I have disclaimed any ten 
dency to crystal gaze, but one 
prophecy | permit myself as .ny 
third year in office as president 
of the I.P.R. nears its close 
When the Institute celebrates its 
jubilee, my successor in oflice 
will look round on a protession 
which has steadily meantime in 
creased its numbers, experiness 
ind versatility and an Institute to 
which every one of the qualified 
members of that profession wail 
be proud to have been elected 


from page 4 


Where to get PR service 
and what it costs 


a news paragraph, a photograph 
of the chairman, and the name of 
that new insecticide you want for 
your garden 

You can either pay your con- 
sultant a pre-agreed sum per job, 
or an Overall fee for the year. The 
latter arrangement is usually the 
most efficient and economic i 
you want a fairly continuous ser 
vice. It gives the man more 
“security” in you and, conse- 
quently, more chance to get to 


know your company, its prob 
lems and needs. 
Advertising agency PR 

Since the war, a great many 


clients have been asking their ad 
vertising agents “what about this 
public relations business?” The 
agencies have answered this poser 
either by taking on to their staff 
a public relations officer or by 
setting up a P.R. department. And 
very competent many of them are 

A complete campaign should 
include both “public relations” 
and advertising, If you have a 
staff P.R.O. or a P.R. consultant, 
he should advise you as to the 
ratio of expenditure on each 
medium, in conjunction with the 
advertising agent 

An advantage of the advertis 
ing agenev public relations sec 
tion is that idvertising and 
public relations can be welded 
into one campaign by the same 
organisation. This is fine when 
you want the advertising dog to 
wag his P.R. tail 


both 


Public relations organisations 

here are publicity and public 
relations organisations which, as 
distinct irom advertising agen- 
cies, are staffed by personnel 
whose traiing and experience are 
directed towards the use of all 
the public relations media, in 
cluding advertising. Indeed, some 
of these firms are officially ac 
credited advertising agencies and 
are entilied to book 
spare. 

Phen there are public relations 
organisations which are geared to 
use all the media except advertis 
ing. And finally, there are organi- 
sations which specialise in a few 
of the media, such as press rela 
tions, films, radio and television. 

These companies can either 
carry out work for a payment pei 
job, or give a continuous service 
in return for a yearly fee. Where 
a full service is required jt is far 
better, from the point of view of 
both parties, to 
fee agreement. 


advertising 


have a service 
If vou are already dealing with 
an advertising agency which does 
not offer a public relations ser 
vice, there is absolutely no reason 
why you should not also appoint 
i public relations organisation 
even if the PLR. firm is itself an 
iceredited advertising agency 
The P.R. firm should work closely 
with vou and with your advertis 
ing agent, if full value is to be 
obtained from a co-ordinated 


campaign 
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ADVERTISER'S WEEKLY 


EDWARDS ORGANISATION 


AND 


Publi Relations 


PUBLIC RELATIONS IN INDUSTRY TS) Til 


INTERPRETATION OF THE ACHIEVEMENTS OF A COMPANY AND TIS STAFI 


IN THE SERVICE OF THE NATION'S ECONOMY 


[ is the privilege of the Kennerley Edwards Organisation to interpret: these 
achievements on behalf of a representative cross-section of British, Dominion and 
Oversea Industry and Commerce 
This responsible task is accepted and carried out in a responsible spirit 
The Kennerley Edwards Organisation welcomes enquiries about its work from) those 
in Industry and Commerce who feel that their operations should be made more widely 


known. The Managing Director will be pleased to deal with such enquiries personally 


KRENNERLEY EDWARDS 


and Associates Ltd. 


313 Brompton Road, London, SW 3 


Telephones: KENsington 8292 6628 


Representative accounts include 
Light Metals babrics Wines Spirits Building Matertal Pood Holiday R t Perfumes 
Cosmetics Haute Couture Paper Mill Adding and Calculating Machin Publishing 


Television and Radio Receiver 
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The agency with an eye to the future... the agency with 4am 


an eye to the future 


the agency with an eye to 


the future... the agency with an eye to the 4a 


tuture . . . the agency with an eye to the 
future... the agency with an eye 
to the future ... the agency 
with an eye to the fut- 
ture... the agency 

with an eye to 

the future... 
the agency 
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